WINCHESTER 


TRADE MARK 


1932 
ANNOUNCEMENT 


E announce to the trade the con- 

tinuation of the business of the 
Winchester Repeating Arms Com- 
pany of New Haven through the for- 
mation of-a Maryland corporation 
of the same name owned by the 
Western Cartridge Company. 


Winchester guns and ammunition, 
flashlights and batteries, ice skates 
and roller skates and other products 
will be manufactured at the New 
Haven plant. 


Winchester merchandise will be car- 


ried and shipped both from New 
Haven, Connecticut, and East Alton, 
Illinois. 


The same high standard of quality 
which has characterized Winchester 
products will be continued. 


The principles governing the mer- 
chandising of Western products will 
be observed and applied in market- 
ing Winchester goods. 


We solicit the cooperation of the 
jobbing trade in distributing Win- 
chester merchandise. 


WESTERN CARTRIDGE COMPANY 
East Alton, Illinois 
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STRONG FIBRE CONTAINERS 


Cyclone Screen Cloth—that superior quality which won a large part of the 
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WIRE SCREEN CLOTH 


nation's screen cloth business in two years—now comes to you packed in 
strong fibre containers to prevent damage in shipping and to facilitate storage 
and store handling. The container is ten times thicker on the sides—and thirty 
to forty times thicker on the ends—than the customary paper wrapping. You 
can see at a glance what each package contains. Another step to make it 
easier and more frofitable-fer you to handle Cyclone. No increase in price! 


If your jobber can’t supply you, write us. 
STRIKING NEW WINDOW DISPLAYS 
—new direct mail material. 


Cyclone Fence Company 
WAUKEGAN, ILLINO! 
Pacific Coast Division 


Standard Fence Company, Oakland, Calif. 


SUBSIDIARY OF UNITED STATES STEEL CORPORATION 














HARDWARE AGE 





HARDWARE AGE, publ 
York, N. Z., 0. &.. A. 





ished every week by the IRON AGE PUBLISHING CO., Division of United Business Publishers, Inc., 239 West 39th Street, New 
Established 1855. Entered as second class matter May 22, 1913, at the Post Office at New York, under the Act of March 3, 1879. 


(Printed in U. S. A.) $1.00 per year. Single copies 15c. each. Vol. 129, No. 2. 











they say this 
about NUTS and BOLTS 


THE 4 ton girder swings into position. ..a nimble footed 
workman guides it into place. . . signals the hoister. . . aligns 
the holes with the handle of his wrench... slips in the bolt. 


Now comes the crucial test of nut and bolt! Does the nut 
catch quickly? Does it turn smoothly, and spin all the way 
down the bolt? Does the nut fit the wrench? 
““Yes,’’ is what they say up there “‘if it’s the ‘Buffalo’ 
brand. ’’ 
Improved methods of manufacture, safeguarded by precision 
experts, assure 100% accuracy of every Buffalo Bolt and Nut. 
Variance is negligible . . . with practical, time-saving results. 
That is why on so many important jobs where minutes count, 
contractors repeatedly specify ‘‘ Buffalo Bolts.’’ They know 
it Means minimum accidents, fewer losses, more efficient 
workmanship 

Are Y.our Customers 


Benefiting By ‘‘Buffalo’’ Precision? 


No matter’ what type of nuts and bolts your customers are 
buying. ..small lots fo. household repairs, big orders for com- 
mercial work... “‘Buffalo’’ precision can save them time and 
money. It is your guarantee to them that the job will be put 
through smoothly, without the encumbrance of inferior ma- 
terials. 

Buffalo Bolts and Nuts have been giving this kind of service 
for over 3 generations. For your customer’s sake, why not 
investigate the valuable selling merits of the neatly packed, 
attractive-to-stock ‘‘Buffalo’’ brand. Write for full particulars. 
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Built completely, from billets to finished products, in 
our own plant, Buffalo Bolts and Nuts are under 
constant and highly specialized supervision... In 
addition to standard units, we fabricate bolts and 
nuts of special design or specification steels. 








BUFFALO BOLT CO. 
NORTH TONAWANDA, N.Y. 














Veach Redd’s Lyon dog gues store. Note the clear, uninterrupted view of the ledge 


from back to front, 


LYON SERVICE 


WALL DISPLAY SHELVING - WALL PANELS - MERCHANDISING COUNTERS 


its wonderful opportunities for the display of merchandise. 
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A view of the tool section in the newly Lyon equipped Veach Redd Store. Note the display 
panels and illuminated ledge. No waste of time in “‘finding” what is wanted here. 


selected Lyon Steel Fixtures 





tunity for related merchandise displays. 


Meet Changing Conditions 
Lyon Fixtures have flexibility and adjust- 
ability to meet changing business condi- 
tions. For instance, panel doors may be 
easily and quickly removed and attached 
to any other unit. Shelves are easily 
changed. Three or four units devoted to 


Veach Redd was not aneasy man tosell. He 

was doing a good business with wood open 

display fixtures.. Why should he change? 

Increased business was the one answer 

in which Veach Redd was interested. a 
MICHIGAN NEW YORK 


Increased Sales ILLINOIS INDIANA 


He was certain that Lyon Hardware Store Tee aeeaeeliain & 
Fixtures in Steel would increase his sales. : 


Hardware Shows 


Look for Lyon Hardware Store 
Fixtures in Steel at the follow- 





They did. The reasons why should be in- ps pa cn 





tool stocks can be changed to accommo- 





teresting to every hardware retailer. 


More Display —Less Lineal Feet 

An example of how Lyon fixtures provide a greater 
Hone of merchandise in less lineal feet of space is 
afforded by the Veach Redd paint department. ite was 
using thirty-eight feet of wall display shelving. With his 
new Lyon fixtures he is using only twenty-four feet and 
he is now displaying much more paint than previously. 

Why: because Lyon shelves may be adjusted by hand 
(nobolts and nuts) to the exact amount of space required. 


Continuous Open Ledge 
Lyon Fixture illuminated ledge display is continuous 
from one end of the store to the other. There are no 
intermediate partitions to cut off the view. This makes 
it possible to almost double the amount of small 
merchandise that is displayed when only merchandis- 
ing counters are used. There is a much better oppor- 


date household stocks and vice versa. 


This is an important, feature in the constant planning 
to control store traffic. 

Correspond to N. R. H. A. Specifications 
Wall units are four feet wide and afford maximum dis- 
play. All Lyon units correspond to the specifications of 
the National Retail Hardware Association. 

The appearance of the fixtures in soft, two-tone colors 
on furniture steel provides an attractive background for 
merchandise. 

Your Store in Miniature 
Lyon Hardware Division men will be glad to help 
any dealer plan his store in full accord with.the 
N. R. H. A. progressive merchandising ideas and speci- 
fications. We will build and present to you your actual 
store in miniature. Write for more information, you 
will not be obligated. 


LYON METAL PRODUCTS, INCORPORATED, AURORA, ILLINOIS 


LYON SERVICE 


DISPLAY. COUNTERS: SHOW CASES :-+ TABLES - LOCKERS:- STORAGE SHELVING 
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DOWN TO SEE SOME SHIP BOLTS 





BOURKE-WHITE PHOTO 








WENT A GROUP 
OF ENGINEERS 


Galvanized bolting material has 
its own fit and finish require- 


menis...an RB & W case history 


A LARGE American republic had 
placed orders for construction of 
naval destroyers and scout cruisers. 
The ship building company which 
received the contracts ordered gal- 
vanized bolts from R B & W, to be 
made in accordance with the speci- 
fications furnished by the navy de- 
partment of the government that 
had ordered the vessels. 

But the specifications required a 
fit of bolt and nut which is not 
necessary in marine work, and which, 
in galvanized material, required re- 
ducing the thickness of the gal- 
vanized coating, with a consequent 
weakening of protective resistance 
to the ravages of the elements. The 
R B & W order department sent 
the order to our Engineering Serv- 
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A pickling room operation in an R B & W plant, in which scale and dirt are 
removed from raw materials. 


ice department for instructions. (Of 
course, it would have been a simple 
matter to overlook the faulty speci- 
fications and ship the order as re- 
quested.). 

After considerable correspond- 
ence and other negotiation, the 
R B & W Engineering Service ar- 


ranged to call on the navy’s con- 





struction engineers and specification 
writers with a representative of the 
ship builders. A brief demonstra- 
tion and explanation with specimen 
galvanized bolts resulted in a con- 
sent to revise the specifications and 
a ruling that bolt and nut fits as 
furnished by R B & W would be 
approved by the inspectors. 


Give your customers the best — always 
specify R B & W Empire Brand on 
your bolt and nut orders to your jobber 


RUSSELL, BURDSALL & WARD BOLT & NUT CO. 


ROCK FALLS, ILL. 


PORT CHESTER, N. Y. 


CORAOPOLIS, PA. 


Sales Offices at Phila., Detroit, Chicago, San Francisco, Los Angeles, Seattle, Portland, Ore. 
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“That’s Great Wire, John—No Sag 
Between the Posts!” 


Yes, it does hang nicely. The Hardware Dealer called 
it NET-WICK Straight Line Netting. Say the talk he 
gave me about no top or bottom rails sure caught my 
attention, and you should have seen the trick he pulled 
with a pair of pliers. He sure knows his wire. 
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Here’s a Talking 
Point for 
NET-WICK verges 


hand your prospect a pair of pliers and ask him to open 
the twist—it cannot be done. But that is only half the 
story. Show him how the horizontal wires hold the net- 
ting straight and tight with just enough wave to take care 
of contraction and expansion. Point out the fact that he 
needs no bottom or top rails. 


Hen-Chick—the All Purpose Poultry Fence. 


Show this new-mesh poultry fence to your next customer and see how 
quickly he appreciates the advantages. Hen-Chick is constructed 
from top to bottom of four different sized meshes. The ten bottom 
meshes are 1% inch, small enough for the young chicks. then fol- 
lows four one and a half inch, six two inch, and at the top eleven 
four inch meshes. Made in one grade, one width and one length 


bale. 
A Cortland Brand Hex-Netting to Fit Every Need. 


Made from a high-grade, open-hearth steel and uniformly woven, this 
Cortland brand offers a most complete line of Hex-Netting to the 
Hardware Dealer. Mesh sizes range from %4 inch to 2 inch with 
widths and wire sizes to satisfy every customer. Ask your jobber 





Stock the complete 
Cortland Wickwire 
line of Wire Cloths. 
GRAY-WICK— 
CORTLAND BLACK 
—CORTLAND 
PREMIER — CORT- 
LAND BRONZE 


ChWIRE 
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Where Daisy Air Rifles 
Will Be Sold in 1932 


The market for Daisy Air Rifles is on the increase. Not only will there be 
more boys of the air rifle age in 1932 than ever before, but we are reaching 
more boys than ever before with our national advertising. 

The three largest boys’ magazines, reaching each month nearly 2,000,000 
boys, are carrying the Daisy message in full color pages, which are without 
question the most attractive advertisements ever put out by us. 

In the above map we visualize the national and state market for you. The 
larger figures show the total number of boys in each state between the ages 
of 9 and 16—the time when every live boy wants an air rifle more than he 
wants anything else. The smaller figure shows how many of these boys read 
these magazines. The publishers tell us that each copy averages at least three 
readers. And if a boy reads the magazine, he sees the Daisy advertisement. 
It’s so large and attractive he can’t miss it. 

A large number of these boys are near you. They Will be wanting Daisy Air 
Rifles. It’s important to you to see that these boys get what they want. 

Not only are the profits on the sale of Daisy Air Rifles important to you, 
but it’s important to draw boys to your store, and make them feel that it is 
a friendly place for boys to trade. 

That’s why you should use the display helps we furnish free, and make 
frequent store and window displays of Daisy Air Rifles. 

Now is the~time to check over your stock and order any items in the 
Daisy line you need from your jobber. Remember, we also sell Bull’s Eye 
Steel Shot and the new Daisy Steel Target, both necessary to the boy who 
wants to get all the fun possible from his Daisy Air Rifle. 

For full information write, 


DAISY MANUFACTURING CO., PLYMOUTH, MICH., U. S. A. 


Pacific Coast Branch: Southern Representatives: 
PHIL B. BEKEART CO., Mars. LOUIS WILLIAMS & CO. 
731 Market St., San Francisco, Calif. 511 Exchange Bldg., Nashville, Tenn. 


Export Office: — 44 Whitehall St., New York City 
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THE Westinghouse 


Viet atulomalic eefrigeralor 


IS HERE TO STAY! 


Go back five years in your trade magazines and look at 
refrigerator advertising. How many of these companies are in 
business today? 

Then compare Westinghouse! A name that is instantly ac- 
cepted as symbolic of reliability and dependability — the 
prestige of a mighty name still further enhanced by the qual- 
ities of the Westinghouse Dual-automatic Refrigerator. 
Consumer acceptance . . . and preference . . . prove that the 
Westinghouse is here to stay. For the Westinghouse Refrig- 
erator is right. 

Right in appearance, right in mechanical operation, right 
in all those worthwhile features that appeal to keen buyers. 
And right in its exclusive principle of Dual-automatic opera- 
tion, fully automatic under all conditions. 

For the user, Dual-automatic means double protection, 
double dependability, double value. For you as the dealer, it 
means dual power in your sales drive, and dual profit from a 
fair franchise and minimum service requirements. 

If you are not selling refrigerators, or if you are not entirely 
satisfied with your present line, ask us about the Westinghouse 
dealer franchise. If you can qualify, you are assured of a com- 
plete line at competitive prices, that is adequately advertised, 
universally accepted . . . and here to stay. 


WESTINGHOUSE ELECTRIC & MANUFACTURING COMPANY 
Mansfield, Ohio 


















The Westinghouse line is 
complete, from largest down 
to smallest sizes. All are 
Dual-automatic. 











Westinghouse 
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CAMBRIA FENCE 









increases farm efficiency 


Topay more than ever 
before, it is necessary that everything 
about the farm be efficient and con- 
ducive to maximum production. 
the extent to 
which good fence, properly erected, 
contributes to farm efficiency. Proper 
farm layout, crop rotation, sanita- 
tion, and dependable 

. Se protection 
SSL 


s 
wee 


Farmers appreciate 


for _ live- 
. stock and crops all de- 
pend on proper fenc- 
ing. Cambria Fence 
is the ideal fence for 
all of these uses on 
the modern, efficient 


farm. 





Stock Cambria Fence now in order 
to be prepared for the spring buy- 
ing season when farmers make re- 
pairs and improvements about the 
farm. Work of this kind will mean 
a brisk demand for fence, and in- 
creased sales for the dealer who is 
prepared with a stock of Cambria 
Fence. 

Cambria Fence is a woven-wire, 
hinge-joint, cut-stay standard field 
fence. Full-gauge wire, heavily gal- 
vanized, is used in its manufacture. 
The fence can be tightly stretched 
and still retain its shape because the 


# Flexo Joint and the Tension Curve 


give it resilience, strength and flexi- 
bility. 


BETHLEHEM STEEL COMPANY 
General Offices: Bethlehem, Pa. 
District Offices: New York, Boston, Phila- 
delphia, Baltimore, Washington, Atlanta, 
Pittsburgh, Buffalo, Cleveland, Cincinnati, 
Detroit, Chicago, St. Louis. 

Pacific Coast Distributor: Pacific Coast Steel 
Corporation, San Francisco, Los Angeles, 
Portland, Seattle, Honolulu. 
Export Distributor: Bethlehem Steel Ex- 
port Corporation, 25 Broadway, New York 
City. 


Bethlehem Steel Fence Posts 


are made from high-carbon new 


billet steel and are produced in 
angle and tee sections, in both 
punched and _ self-fastener types. 


They are made with the same care 
that is used in the manufacture of 
Cambria Fence. Bethlehem Steel 
Fence Posts are strong and durable 
and will give many years of service. 


Studded Omega “U” Fence Posts 


The two parallel sides of this post 
provide double strength. The Omega 
or “U”-shaped section runs 
through the entire length 
of the post. 

In addition to steel ; 
Fence Posts and Cambria 
Fence, Bethlehem makes \ 
other products of interest 
to the hardware dealer, in- \ 
cluding Plain and Barbed \ 
Wire, Nails, Staples, Bale 
Ties and Spring Wire. 
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THIS MESSAGE « - 


‘OVER 8 MILLION READERS OF 
PETERS ADVERTISING /n 1932/’ ; 


ALL THIS 
IS BEING DONE TO 
SEND MORE 
CUSTOMERS TO 
YOUR STORE. 


w 


WRITE US AT ONCE 
FOR COMPLETE 
INFORMATION ON 
THE STRONGEST 
AMMUNITION 
SALES PROGRAM 
EVER PLANNED. 


WINNER! The Peters advertising campaign in 1932 is going to win for 

you--it's the biggest campaign of its kind we ever planned -- a continu- 

ous, large-scale barrage to deliver the story of Peters quality to every class 
and type of shooter. 


Heading the list of the wide range of publications is The Saturday Evening 
Post, the world’s outstanding advertising medium. Not just page space will 
be used in the Post, but double page space in two colors! Think of 
the great field of shooters this will reach! You cannot afford to miss cashing in 
on these forceful messages to your customers! Then there will be outdoor mag- 
azines for the thorough-going sportsman. Farm papers to get the big rural 
market. Boy publications to catch ‘em young. Trap shooting papers to reach 
the trap shooters. Everywhere--in the country, small towns, and cities -- people 
in all walks of life will know more about Peters Ammunition than ever before. 


Put this smashing campaign to work for your store! It's your advertis- 
ing--it will pull for you if you team up with it. Let your public know you 
are the Peters store in your locality. The material will be furnished you that 
will help you do this to the greatest advantage--newspaper mats or electros, 
window displays, booklets, etc. Get set for real business in 19321 


THE PETERS CARTRIDGE COMPANY 
Dep't A-22 
CINCINNATI, OHIO 


NEW YORK SAN FRANCISCO 





AMMUNITION YOU CAN SELL WITH CONFIDENCE 
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or every shooter: i 
r every kind of shooting 
for any kind of game - - 


for any kind of gun - - - 


WINNER! Peters Ammunition always wins for the man who sells it-- 

bringing steady profits, enthusiastic customers, year after year. With 
Peters you can offer to any shooter the type of ammunition he or she wants. 
The Peters line is complete--shot shells in all gauges--sporting and military 
cartridges--pistol and revolver cartridges--small arms ammunition of every 
description, for all calibres and gauges. 

Peters wins for you because it wins for the person who shoots it-- in 
small and big game hunting--in rifle matches, in trap or skeet shooting. Peters 
spells confidence for back of every Peters cartridge and shell stands 45 years 
of wide-awake leadership in manufacturing. A\ll Peters facilities are concen- 
trated on making ammunition. No guns are made by Peters. No matter 
what gun your customer may have, Peters ammunition will always be right. 


Pioneering has given Peters its winning quality. Peters was the first to 
load by machine--the first to have a shot tower--the first and only manufacturer 
to test by sight. The biggest thing ever done by Peters--an exclusive devel- 
opment-- is “Sparkography’-- by which actual photographs are taken of bullets 
and shot strings in flight, showing exactly what happens from trigger to target. 
It is the most important single contribution to the science of ballistics the world 
has ever known--demonstrating the positive performance of Peters ammunition. 


THE PETERS CARTRIDGE COMPANY 
Dep't A-22 
NEW YORK CINCINNATI, OHIO SAN FRANCISCO 
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INVENTORY 


Are you looking forward to it with fear and trembling? 
Does it recall drudgery—overtime and sleepless nights? 


We cannot tell you how to AVOID taking inventory any 
more than a physician can tell you how to avoid taking 
medicine, when needed; but we can furnish a remedy that 
has solved the problem for hundreds of hardware dealers. 





That remedy is the Hardware Age Easy Inventory Sheets. 


They simplify the whole problem. 


These convenient 


sheets are printed on both sides—200 pages—room for 


6,800 items. 


So simple—so easy to understand and use 


that you can take inventory in almost no time. 


And so LOW in price—only One Dollar for a Hundred 


Sheets. 
order and check right away to— 


“End your inventory trouble” by mailing your 


HARDWARE AGE 


239 West 39th Street 





New York City 
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The greatest forward step in rust-proofing poultry 
netting since the introduction of hot-dip galvanizing 


SUPERIOR BRAND Now MADE FROM 
COPPER BEARING STEEL 


Galvanized before. or after weaving. 








COPPER BEARING STEEL 























Copper Bearing Steel wire (.20% pure copper) gives much longer life to 





Superior Brand netting. It holds galvanizing longer. Safeguards against 


peeling. Makes the coating firmer and more ductile. 


SUPERIOR BRAND Netting made from 
Copper Bearing Steel costs you no more. 





Write for complete story today. 


G. F. WRIGHT STEEL & WIRE CoO., 


WORCESTER, MASS., U.S. A. 


Hexagonal and Straightline Netting Chain Link Fencing and Gates 
Wire Cloth Wire Clotheslines 
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... with a new 
merchandising 
idea.... 


“Use a better brush ... clean it easily. No mess 
...No bother... with this superior brush cleaner.” 
That's the new Wooster idea in selling a good 
Brush Cleaner and making the Brush Cleaner sell 
a better BRUSH. It is so easy to do... so much 
more profitable than selling a cleaner that 
encourages the buyer to use OLD brushes. 


“If it’s worth painting, 
it’s worth a GOOD BRUSH!” 


Sell a better brush in the first place, and a 10 cent 
package of “BRUSH CLEANER by WOOSTER”. This 
insures your customers better painting results, and 
“BRUSH CLEANER by WOOSTER” easily restores 
good brushes for many more satisfactory paint jobs. 
It works like magic. No mess, no bother to clean 
wet, soft, or dry-hard brushes. 


“BRUSH CLEANER by WOOSTER” is sponsored by 
a paint brush manufacturer with an eighty-one 
year reputation for quality. 


JANUARY 14, 1932 


| WOOSTER 











NEW SELLING DISPLAY CARTON 


In one-half the counter space, this modern display gets twiceas much 
attention. This carton stands up, demands attention! Customers 
serve themselves, yet paékages are protected against pilferage. The 
last package in the carton has a sales opportunity equal to the first. 

















A most unusual self-selling carton of “BRUSH CLEANER by 
WOOSTER” containing 24-3 oz. packages costs only $1.44 
and brings you 66%% profit at 10 cents per package, to say 
nothing of more profitable brush sales to boot! If your jobber 
can't supply you, send coupon, give his name and we will. 


THE WOOSTER BRUSH CO., WOOSTER, OHIO b-1-14-32 
A Brush Cleaner that boosts good brush sales appeals to us. 
Send us. cartons of 24-10c packages at $1.44 per carton. 
Mark your choice. 

(] Ship C. O.D. 

(] Bill through our jobber listed below. 











Store Name a eee 





Address __ 





Jobber's Name 
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Tey cube une 
A BIRD IN FLIGHT 


HE old-style caster is a thing of 
4 lee past ... today, every progres- 
sive hardware dealer sells AcmEs—the 
ball-bearing casters. 


Sed 


ACMES roll easily, smoothly, silently and in 
any direction. ACMEs protect the floor, rugs, 
and carpets. Friction is entirely eliminated. 


Easily Sold—Generous Profits 


ACMES are very easily sold. All you have 
to do is to show the customer an ACME 
Caster. Roll it on the counter or on the 
palm of your hand. A demonstration in- 
variably results in sales. 


ACMES exactly meet the popular demand and 
meet the constantly increasing need for a 
free-rolling, frictionless, noiseless caster. 


The Schatz Manufacturing Co. 
POUGHKEEPSIE, N. Y. 





ACTIVE 
BALL BEARING 


Casters 




























Paint Story 


in 


HARDWARE 
AGE 


,HARDWARE AGE is read“every week by 

merchants who are always ready to give 
a likely product a trial. One of the rea- 
sons why these men read HARDWARE 
AGE is to keep in touch with what is 
being offered by manufacturers. 


Tell them your Story and keep on telling 
it. You'll meet with a response that will 
prove to be profitable. 
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The first real Screen footh 
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mexchandising idea 





Patent applied for. 

The Gold Strand one hundred foot Measuring Tape rolled with the 
Screen Cloth is not only a convenience to the dealer but it saves him 
money and makes this Quality product more profitable for him to handle. 
He measures the fabric with the Gold Strand tape, cuts the Gold 
Strand tape with the fabric and then uses the tape to tie up the package. 
No more losses from the creeping yard stick. No more partly used rolls, 
the contents of which is a mystery. The exposed tape end tells the story, 
accurately at a glance. Think of this convenience at inventory time. 


AMERICAN WIRE FABRICS CORPORATION, Subsidiary of Wickwire 
Spencer Steel Co., 41 East 42nd St., New York City; Buffalo, Chicago, Tulsa, 
Worcester; Pacific Coast Headquarters: San Francisco; Branches and Ware- 
houses: Los Angeles, Portland, Seattle. Export Sales Dept.: New York City. 












Black Painted American Bronze American 
American Galvanoid (in bright or dark finish) Hard Copper 


@ For the HARDWARE TRADE e 
Clinton Hex Mesh Poultry Netting— Clinton Straight- 
line Poultry Netting—Clinton Hardware Cloth—Per- 


SLICES ETE ENDER TEST 1: 
BES ck a ae ee 



















te fection Door Springs—Wissco Clothes Lines 
3 —Nails and Brads—Insect Screen Cloth. 

The sgh A Tl RAN D Ask your jobbers’ salesman for a supply 
: ee of these business- getting little books. 
8 INSECT SCREEN CLOTH IMT gladly give them to you FREE. 
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Make 1932 Your Most 
Profitable Handle Year 


You can do it with American King (Brand) 
Handles—the finest line in America. 


No one wants soiled merchandise these days. 
American King Handles are packaged right to 
merchandise more profitably. Short handles 
are carefully wrapped and protected from 
dust, dirt and warping in the new transparent 
glassine envelope. Long handles in indi- 
vidual cardboard boxes. All packed one dozen 
in beautiful display carton, neatly labeled, a 
good economical unit to order. 


Dealer sales prove that customers are glad to 
pay a little more for attractively presented 
handles, especially of such outstanding 
quality. 





American King Handles are made from finest 4 
hand-split, second-growth hickory with octa- 
gon spring neck, swelled butt and high luster 
wax finish. 
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Our attractive line will enable Jobbers and 
Retailers to make 1932 their most profitable 
handle year. 


ks 


OEE RNAS 


Send for Catalog and Prices. 


American Handle Co. 


JONESBORO, ARKANSAS 


G. E. Bullock, 844 Rush Street, Chicago, III. 

Henricks & Howell, 41 Murray Street, New York, N. Y. 
Espie A. White, 486 East 22nd Street North, Portland, Ore. 
G. M. Baird & Co., 564 Randolph Building, Memphis, Tenn. 
Henry F. Baldwin & Co., 1103-1105 Noble St., El Paso, Tex. 
Geo. Hamburger Co., 1715 California Street, Denver, Colo. 
J. B. Lippincott Co., Sheldon Building, San Francisco, Calif. 
J. B. Lippincott Co., Washington Bldg., Los Angeles, Calif. 








INDIVIDUALLY PACKED 


18 ‘ HARDWARE. AGE 














| After All These Years 





POULTRY 
NETTING 


THAT DOES THE 
IMPOSSIBLE! 


id REALLY LAYS FLAT 
AND.STAYS FLAT 


NEW IMPROVED HEXAGON 






STRAIGHT LINE COMBINATION LOCK-TWIST STRAIGHT LINE 
Capitalize on the famous Sterling Line of Sterling Poultry Netting meets the demand of 
Poultry Netting for 1932. These three dis- the trade and fulfills every desired purpose. 
tinctive types of netting will reduce inven- Every dealer will ‘be quick to realize the 
tory, speed up turn over and increase your extra value and dependability of all Sterling 
profits. products. 


Sterling Poultry Netting is fabricated from special Silicon steel which prevents the galvanizing from 
cracking or flaking. Constructed on newly designed machines which insures a fabric that lays per- 
fectly flat and unrolls straight without sagging or curving; cuts easily and quickly without waste. 
Sterling Poultry Netting is made with a special lock-twist weave which positively will not unwrap 
nor break. The twist in each mesh is in opposite directions so that this practical poultry netting is 
not “Twist-brittle” but tough and lasting. Real poultry netting that gives the consumer a fabric that 
will render the utmost in service and satisfaction at all times. 


Pe BS Send for prices, folders ee ae 
a and full information. —— 


NORTHWESTERN BARB WIRE Co. 


STERLING Since 1879 ILLINOIS 
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Simmons Introduces G Vs Pum 


ELECTRICAL APPLIANCES 


“The recollection of QUALITY remains long after the PRICE is forgotten” —E. C. SIMMONS 
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We Beg to Report Progress 


... From the Viewpoint of Policy 














IRST of all, we have a new home address—Parkers- 
burg, W. Va. We have centralized our offices in 
Parkersburg to give us a central point of action, and 


we know it will be very much to the advantage of all 
concerned. 


From all reports, our policies are meeting with favor. 
Our friends the jobber and dealer seem to like our 
attitude toward quality in shovels and shovel practices. 
Our men have just about covered every part of their 
territories, and the net of their reports is particularly 
pleasant. Of course it is hard to please everybody, but 
evidently we have established an average of 


99.44%. 


about 


We have gone a long way in straightening out the re- 
quirements of our friends in the trade. We seek only 
legitimate outlets. 


With this good start, we are making further 
plans which we think will be of great interest 
to both jobber and dealer before long. 






WYOMING 


RED 
EDGE 
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.... From the Viewpoint of Quality 


T IS manufacturing history that when general con- 

ditions dip into depression there is always a tendency 

towards a defensive dip into quality. Tight buying easily 
becomes cheap buying. 


But the inefficiency of cheap shovels where labor costs 
are plenty is so quickly noticeable that cheap buying 
promptly becomes careful buying again. Once more we 
say—“It’s the labor cost that makes shovels expensive.” 


We have been hammering away to stabilize standards 
of excellence in all of our brands. And we think you 
have already seen the improved tone in every grade. 
Certainly there has been a fine development in finish. 
The benefits of stabilizing standards of excellence are 
now becoming apparent in actual practice. 


Pay attention to the business ends of a shovel —the 
handle and the blade edge. That’s where the wear comes 
in. The most intelligent shovel specifications 
we have ever seen are those that call for two 


good ends. 


We make the shovel that fits your requirements. 
Genuine O-Ames, Red Edge, Monongah, Pony and 
Knox-All are famous names. Don’t forget Kiski, 
Gold Bug, Carter, Pacemaker, Black Diamond and 
Falls City, either. They are sturdy representatives of 
satisfactory service. Make your requirements the 


A-B-W line. and you are sure to be pleased. 





AMES - BALDWIN - WYOMING 
SHOVEL Co. 


PARKERSBURG, W. VA. 


Operating Plants in 
ALTON, ILLINOIS ANDERSON, INDIANA NORTH EASTON, MASS. 
PARKERSBURG, W. VA. PITTSBURGH, PENNA. 

















Make Quick Sales 
with these Selling 


SELF - 
OILING 











ENCLOSED 
GEARS 





ce 
EXTRA 
LARGE 
VALVES 


HIGH SPEED 
HEAVY PRESSURE 
LARGE CAPACITY 


SAFE 
ECONOMICAL 
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IMPROVED 
METHOD OF 
POWER 

APPLICATION 


DEPENDABLE * 


T 








Points 4 


Myers — the original line of 
self-oiling power pumps with 
a thoroughly established back- 
ground of outstanding success 
over a long term of years offers 
indisputable evidence of greater 
opportunities for profitable 
power pump business. 


Mechanical excellence, per- 
fect lubrication, increased vol- 
ume, extreme motive economy 
—values not to be approached 
by many other types of self- 
oiling power pumps—are so out- 
standing from the service point 
of view that they afford the 
pinnacle of selling power for 
dealers. 


Let’s have your request for 
catalog and prices. 





A REGISTERED 
TRADE NAME 





ome 4! 











BULLDOZER 





THE F.E. MYERS & La BRO.cO 


~~ s ASHLAND, OHIO. 


ASHLAND PUMP AND HAY TOOL WORKS 
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Use PIN TUMBLER 4 ~ i 
| EXTRUDED METAL ORE | 




















PADLOCKS 
SUPERIOR QUALITY 
GREATEST SECURITY 
CABINET Lock Co. 
Conn.,U.S.A. 


CORBIN 
New Britain 





This Unique Corbin 
Extruded Metal Padlock 


DEMONSTRATOR 


Will be sent no charge to any dealer 
now handling our Extruded Metal Pad- 
locks. 


It is a wonderful help in selling a good 
padlock. Write us at once if you need 


one. 


SEND FOR YOURS TODAY 





Corbin Cabinet Lock Co. 


The American Hardware Corp., Successor 


New Britain, Conn., U. S. A. 


New York Chicago Philadelphia 






































Seventy-Five Years Saw Service 


185 7- 


It is, we think, with pardonable pride that we 
call attention to our seventy-fifth anniversary 
as producers of saws, saw tools, machine knives 
and other specialties used in the production of 
lumber, the fabrication of steel and countless 
other items. Thus we feel that it may not be 
immodest to say that we have attained this 
length of life because we have at all times 
endeavored to give the highest quality mer- 
chandise, together with the best service. 

The late Mr. E. C. Atkins, founder of this in- 


stitution, learned the art of saw making under 
his skilled forebears in New England, and then 


1932 


as a ypung man came to Indianapolis. Through 
his genius and skill in metallurgy and saw 
making he began to produce goods superior 
in quality and design to any that had ever 
been produced before. From that day to this 
it has been the policy of the company to follow 
in his progressive footsteps with the result 
that today the institution is one of the largest 
establishments of its kind in the world, with 
trade in every civilized country. 

And, so, we are proud of our SEVENTY- 


FIVE YEARS’ record, and especially of the 
friends we have made. 


E. C. ATKINS AND COMPANY 


Indianapolis, Indiana 


CRS 
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Making Sales by Mail 


UCH of the success of 
Mice merchandisers is 

due to a quality in their 
advertising copy that is not ap- 
parent to the casual observer, 
and when their copy is compared 
with that of many independent 


dealers who do not have the ser- 
vices of trained copy writers, the 


Try the Power of the Postal Card to 
Interest Old and New Customers . . . 


secret is plainly evident. There 
is nothing mysterious about it. 
We have not, as independent mer- 
chandisers, given the thought to 








printed advertising that we ordi- 
narily would to oral selling. 

When we go canvassing the 
countryside we are prepared to 
tell our prospects as much about 
our merchandise as time and 
conditions will permit. But the 
minute we take a pencil in hand 
to write a selling argument, we 
get “stage fright” and let the 
message go with some statements 
about the goods that, were they 
made by an amateur salesman in 
our employ, would bring him a 
“course in sprouts.” 


Let's Inquire Into It 


Place yourself in the position 
of the customer. Ask yourself 
the questions you would want 
answered about the goods and 
then, pack that information into 
your sales message (that is the 
important things). Consider also 
the class of customer, whether a 
mechanic, farmer, housewife, 
etc. They all have perfectly 
good reasons for wanting to 
know various things about the 
merchandise. One will want ap- 
pearance, the other utility, and 
yet another precision.. If your 

(Continued on page 28) 


Maybe this is 
that corner 
where some of 
YOUR pros- 
perity is wait- 
ing... 

TRY IT! 
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Chopped Prices 
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Get the most fr 
food chopper: 
vegetables cleanly, 
them. Juices are 



















3; white, green, 


Color 


Here are cards right, at 


for six mailings 
during the next 
three months— 
are 
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A BIG VALUE 


for the 

Money e 
High grade, re- 
inforced black 
leather shoe. 
Skate runners of best tool steel tempered t 
retain a keen edge. Strong but light weight 
frame, aluminum finish. Shoes in full sizes 
only. Boys up to 6, men’s 7 to 11, girls up 


to size 8. While they last, per $4 75 
a 


DAW «665 


OTHER VALUES WE OFFER 


PRUNING SHEARS—This is with riveted They 









Ce 


ears. 


the time of year to do your 
pruning. We have several 
kinds of Pruning Shears. 
The popular California pat- 


won’t stay here long 
at the price 0c 


AIR MOISTENERS—To keep 


An Extra Value 


A pad that 
won’t over- 
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Soft wool 
eiderdown in pastel 

shades.” Has an automat- 
ically controlled heating element which pre- 


Complete with long cord 


FURNACE SCOOPS — Nar- 
row mouth (8% in. blade) 
deep bowl. Fits furnace 


vents danger from overheating. 


$3.50 


frozen pipes, tempering 
tools, burning off old paint, 
vulcanizing, ete. Capaci- 
one 


and plug. 


tern with 2% in. blade of the air in your room health- 
tempered steel, and having ful and comfortable. Hangs 
a ratchet lock nut shear. on the radiator, filled with 
A real value just when water, and keeps proper hu- 
you need it most $1 25 midity. Prevents damage 
Wa Terereriirce s which occurs to woodwork 

and furniture due to insuf- 
SNOW SHOVELS — Light ficient moisture in heated 
weight for heavy duty. Well quarters. Gold 45c 


braced and well balanced bronze finish. Each 
with wide ribbed steel blade 
(17 inches). A shovel that 
will last a long time. We 
don’t want to carry them 


over, so here they $1.00 


ELECTRIC HEATERS—For 
those cold corners and to 
save coal on days when a 
big furnace fire is unneces- 


eee sary. 138 inches diameter, 

plug fits standard outlet. 
COAL HODS—A strongly Heavy wire guards. Reli- 
built hod, length 18 in., made able heating element. Base 





of heavy material, japanned. is weighted to prevent acci- 


Weight 8 Ibs. Corrugated dental tipping. A _ good 
i for extra strength. Comfort- looking efficient $4 50 
: able handle firmly attached heater ......... a 


YOUR STORE NAME HERE 








door and prevents spilling of ty, 


fuel. Blade and socket one Priced at......... 

piece of steel. Strong D 

grip handle. Here’s_ the QUICK DRYING ENAMEL 
scoop for you 50 —For furniture, woodwork 
WP Saive Si seends cess C and walls. Today’s enamels 


are easier to handle than 
ever before. Brush out 
smoothly and dry to a hard 


BLOW TORCHES — You 
should see this great value. 


A greatly improved, strong- and lustrous finish. Covers 
ly reinforced tank, efficient about 250 sq. ft. to the 
needle valve, easily operated gallon. Comes ¥% pint, pint, 
pump, non-corroding mix- quart, \% gal., and gallon. 
ture burner, heavy brass Wide variety of beautiful 
base. Useful for soldering, colors. Try this new 70 

plumbing repairs, thawing enamel, per pint at. c 


YOUR STORE NAME HERE 
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(Continued from page 26) 
article has all these and you wish 
to appeal to all classes, give the 
facts. 

Next let us consider typog- 
raphy, very briefly. Neatness 
is of course the first requisite, 
but we want more than that alone. 
Don’t try to display everything. 
You will display nothing if you 
do. Generally speaking for the 
purpose of postal card advertis- 
ing we can stick to a strong black 
line for the main head, smaller 
black lines for the secondary 
heads and a good readable black 
line for the signature. Let the 
rest of the copy run in an even- 
toned readable body type. In this 
way you will get maximum con- 
trast, which insures good display 
and attention value. On pages 
27 and 29 we have presented 
postal cards designed to take care 
of six mailings. Each item is 
described in its appealing fea- 
tures and the typography will, if 
followed closely having an eye 
to the spacing throughout, give 
you six mailing pieces that will 
be as near to effective copy writ- 
ing as your competitors are 
using. 

Seasonal Items 


These items are selected as 
being seasonal at this time, but 
if you wish to substitute others, 
see that they are seasonal, have 
a good reason for being offered, 
and are fully and carefully de- 
scribed. 

The prices quoted here are not 
arbitrary but may be changed to 
suit your local conditions. Inas- 
much as these items are leaders, 
calculated to draw trade to your 
store, the values should be genu- 
ine attractions. 

This season, after the holiday 
rush, gives ample time to go after 
this class of business and you can 
make good use of it in this way. 
We should all realize that it is in- 
dividual prosperity that makes 
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general prosperity after ll. 
Here is one way to contribute to 
your own aid. 


Prosperity may be around the 
corner, but how about taking a 
peep around to see?—J. A. Ww. 





The Leow Cost of 
Sin of the best and most 


effective advertising is done 
with inexpensive govern- 
ment postal cards. 

If you have a prospect list of 
500 names, you can buy sufh- 
cient postals to advertise once for 
$5. In one operation you buy 
postage and the printing stock. 
It will cost you $3 to print the 
cards in either blue or black ink. 
You can add another color, 
orange, for instance, making it 
a two-color job, for another $3, 
making it a more attractive ad- 
vertising piece. 

Remember, if you debate the 
value of the second color, that 
this added expense usually brings 
greater results than a one-color 
card. 

We'll say, just for instance, 
that the 500 printed postals cost 
you $11. You or one of your 
employees can address the cards 
in spare time and save several 
dollars of addressing expense. If 
you address them, the cost stands 
at $11. 

You could mail ‘one card a 
month, for 12 months, at a cost 
of 26 cents per prospective cus- 
tomer, or $132 for 500 cus- 
tomers. You could mail one 
every week for a year for $1.14 
per prospective customer, or 
every two weeks for only 57 cents 
per name. And that doesn’t seem 
very expensive, does it? 


Try Six Mailings 


Try out six mailings over a 
period of three months. This 
would cost you a total of (6 x 
$11) $66, or (6 x .022 cents) 13 
cents per prospect. If results 
are good, continue your mailings. 


Postal Advertising 


If at the end of the three 
months you have persuaded 15 of 
the prospects that they can profit- 
ably fill hardware needs at your 
store, you are hitting better than 
an average of 10 per cent. It 
would be closer to 15 per cent 
returns, and the same average 
would prevail over the entire 
year if you continued. 

Fifteen customers represent a 
certain value to you—perhaps 
$60 in annual purchases. You 
could count on a total of (15 x 
$60) $900 in sales. At the end 
of the year you would have 60 
new customers. And if your 
average customer stays with you 
for three years you will have 
bought yourself a healthy future 
sales volume. 

Those figures aren’t impossi- 
ble. You can easily do as well 
or better with a good mailing list 
and fair advertisements. 

Print four or eight cards at one 
time, and save money. Your 
postmaster sells postal card 
sheets, each containing 40 cards. 
Your printer can cut these into 
smaller sheets of four or eight 
cards. After printing, he will 
divide the sheets into single 
cards, ready for addressing and 
mailing. 

By printing cards in groups 
you get away from that last min- 
ute rush to the printer. And it 
enables you to address the cards 
in advance of mailing dates. 

Check the advertising results 
by watching sales of the specials 
featured on each mailing card. 
And analyze results as you go 
along; reason out everything, 
and you'll get better results in 
the future by knowing Why? 
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Make Sifting Easy 


Cut Down Your Coal Bill 


Pays for itself in the coal it saves. 
Made of heavy steel, corrugated for 
extra strength, galvanized. Fits over 
ash can up to 18 inches. Get one 
of these today. Begin to save money 


on your coal bill. They $2.50 








cost only ..---+++e+%* 





nut, Price ....+seeerereereees 


RADIATOR COVERS—Give a trim ap- 
pearance. Made of heavy enameled steel. 
Fit round or square top radiators. Col- 


ors: mahogany, ivory, or wal- $1-00 


MIXING BOWLS—Glazed earthenware 
bowls of good quality. Yellow with band 
of green. A five piece set $1.79 
FOP coccocssccccsecre Doccecese 





wood case presents a fine appearance. 


unusual value at the price........ 


accessory to housekeeping. The polished hard- 
¢ ( Size 9 x 
14 in. body. Bail, dumping lever and wheels nickel ‘ 
finish. Sweeps any floor from heavy carpet to 4) 
i 


—-—--.2sm anmnpBpescs Li RE 


Now You Gan Own a Good Sweeper 


Carpet Sweepers are much improved these days. 
Ball bearings, superior brushes, rubber bumpers 
and other new features make a most har 
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linoleum or polished hardwood. An $ 
2.95 








LAWN RAKES —Twenty wire teeth 
firmly set in the head; 20 inches wide, 
6-ft. hardwood handle. We have a wide 
variety of rakes for- all purposes. 85¢ 
Our special is priced at......... 


RUBBISH BURNER — Large capacit 
sturdy, made of heavy gage steel ‘ae 
Prevents fire danger. Height 29 inches. 
Diameter at top, 20 inches; at bottom, 16 
Po ecgme Open a construction permits 
ree burning. i i 
ian So. ee 

















YGUR STORE NAME AND ADDRESS HERE 





Have your printer 
follow these cards 
closely. The cuts 
illustrating the ar- 
ticles may be 
obtained from 
Hardware Age at 
35c. each. Order 
cuts by numbers 
shown. 


is r inforced wi sea 
This is 4 enuine — mst 
een d step ladder 35 oi 
al price for this W 
| leer . 
ADING 
— More SP 
ae ds at that garden me 










BA 11. white cott 
A comfi 
to use- = 


eee 








: Pp 
a pandle. ash ha 
ortable mOP grip. 


he price $1.00 tines: 


JANUARY. 14, 






Miarvin’s 
Store Meetings 


The Boss Outlines a Program and Van Starts 
a Savings Account 






































By LLEW S. SOULE 


LL the Marvin Hardware 
| A Ser employees had been 
given an opportunity to 
conduct at least one store meet- 
ing. They had been allowed to 
use their own judgment in re- 
gard to programs, and as a result 
a variety of subjects had been 
discussed in a more or less im- 
promptu manner. At the same 
time the discussions had 
prompted several _ beneficial 
changes in store methods and 
policies. Mr. Marvin was 
pleased, but felt that the possi- 
bilities of his store meetings were 
still greater than the accomplish- 
ments to date. 
And so—two weeks after the 
advent of the new year, he per- 
| sonally arranged for the regular 
Friday evening session. When 
the force had assembled in the 
usual place at the rear of the 
store sales room, he called them 
to order and after a few prelimi- 
nary remarks, said: “Our store 
meetings have proved their worth 
and are now a part of the store 
routine. As we start this new 
year, it seems to me that the time 
is ripe to arrange a more con- 
certed program with a definite 
goal, so that we may get the maxi- 
mum of good out of them.” 

“T have been thinking this mat- 
ter over, and have come to the 
conclusion that the first step in 
arranging such a program is to 
decide what are the most impor- 
tant matters pertaining to this 
business which would be ap- 
propriate for store meeting dis- 


cussions. We could then allot a 
certain number of meetings to 
each general subject in propor- 
tion to its importance. 

“What is the most important 
matter for the employees of a re- 
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tail store to discuss? Give us 
your opinion, Bill.” 

Bill Higgins studied for a mo- 
ment. “Well,” he said, “I think 
that buying should come first. 
The merchandise must be bought 
before it can be sold, and if it is 
well bought, it is half sold.” 

Mr. Marvin smiled quizzi- 
cally. “Do you agree with that, 
Van?” he queried. “No,” said 


Van Davis, positively, “I do not. 
To my mind the most important 
matter in any retail store is sell- 
ing. I'll agree that goods must 
be bought before we can sell 
them, but the real object of the 
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store is to sell. The Marvin 
Hardware cannot make a cent 
unless it sells merchandise,” and 
he went on, “there is no such 
thing as a half sale. Goods are 
either sold, or they are not sold.” 

“There is considerable truth 
in what Van says,” Mr. Marvin 
remarked. “We can’t even pay 
expenses until something is sold; 
—we can’t even pay salaries. 
Buying is important and goods 
well bought are certainly easier 
to sell than those which are not. 
However, I am inclined to agree 
with Van, that selling comes 
first.” 

“How about dead stock, high 
prices, poor assortments and all 
those things?” Bill asked _belli- 
gerently. “I understand that 
about one-fifth of the average 
hardware stock is dead stock, due 
to poor buying.” 

“That may be true,” Van re- 
sponded, “but a lot of that dead 
stock is due to lack of good sell- 
ing. “Besides,” he added, “Mr. 
Marvin does most of the buying, 
and our job is to sell. From the 
standpoint of our store meetings 
I believe that selling is of more 
importance than buying because 
it affects more of us.” 

Mr. Marvin nodded. “I think 
we will place selling first,” he 
said. “However, I believe we 
should break down the main topic 
into several parts. First, there 
is general salesmanship, in which 
we are all interested. Then 
there is salesmanship as applied 
to specific articles. There is also 
outside selling to be considered 
as well as selling over the tele- 
phone.” 

“Don’t you think that sales 
promotion should come under 
that same general heading?” 
Charlie Hanson queried. “It 
could,” Mr. Marvin replied, “but 
it is such a broad subject in it- 
self that it really deserves a spe- 
cial heading. As a matter of 
fact it takes in advertising, dis- 
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play, cards and signs, leaders, 
special sales and many other 
forms of store activity.” 

“Tf it goes that far,” said May 
Garvin, “I should think it might 
also include store arrangement 
and equipment— everything in 
fact that has a tendency to aid 
selling. Even store lighting 
could logically be called a sales 
promotion item.” 

“You are correct, May,” said 
Mr. Marvin. “I will make a note 
of all the suggestions and when 
we have finished this meeting it 
will be a simple matter to work 
up a list of topics under main 
and sub heads. From that list 
we can definitely arrange a pro- 
gram schedule to cover our store 
meetings through the coming 
year.” 

Buying 


“Now,” he went on, “since 
buying seems so interesting we 
will give it the next main head- 
ing. What sub-heads would you 
suggest?” “Well,” said Van, 
“we certainly should discuss the 
proper selection and range of 
stock, as well as the relation of 
profits to quantities.” “Fine,” 
said Mr. Marvin, “I have those 
down. What else?” “How 
about seasonal buying and con- 
centration of purchases?” 
queried Bill. ‘Those are all live 
topics,” said Mr. Marvin. “Do 
you think of any more?” “Just 
one,” said Van. “I’d like to hear 
more about this ‘Buying Back- 
ward’ that the business papers 
are always referring to.” 

“That seems to pretty well 
cover buying from a store meet- 
ing angle,” said Mr. Marvin. 
“Now what other main headings 


would you suggest?” 


“T hardly know what name to 
give it,” said Charlie Hanson, 
“but there is a big subject in the 
general routine matters of the 
store.” “Why not call it man- 
agement?” May suggested; “that 


will cover a great variety of 
topics, including store policies 
and rules.” Here Mr. Marvin 
interjected: “Of course manage- 
ment includes many subjects 
which cannot be handled in a 
store meeting. However, the 
term is an appropriate one as a 
general heading. Under it we 
can discuss such matters as clos- 
ing hours, vacations, the use of 
coupons, guarantees, refunds and 
exchanges, etc.” 

“How about cost marks and 
subjects of that kind?” Charlie 
inquired. “That can all come 
under the general head, I think,” 
said Mr. Marvin. “So can such 
items as service, systems, han- 
dling of customers, etc.” 

“‘Now,” he went on, “I am of the 
opinion that these general heads 
—Selling, Sales Promotion, Buy- 
ing and Management—will cover 
about everything we can use as 
store meeting topics. Perhaps 
the best thing to do is to appoint 
a committee to act with me in 
arranging the list under proper 
headings and assigning the topics 
for coming meetings. I will ap- 
point Charlie Hanson and Van 
Davis in that capacity, and we 
will try to bring you a compre- 
hensive report at the next meet- 
ing.” 

_ “We'll need a stenographer, 
won't we Mr. Marvin?” Van 
queried anxiously. Mr. Marvin 
smiled and Bill Higgins laughed. 
“May is the only ‘stenog’ in the 
crowd,” he said _banteringly. 
‘Do you think she could be 
spared from her regular work?” 

Van’s face reddened, but be- 
fore he could reply, Mr. Marvin 
said quietly, “This is a_busi- 
ness meeting, boys. Let’s reserve 
the ‘kidding’ for some other time. 
“We do need a stenographer to 
map out our report, and Miss 
Garvin is therefore made an ex- 
officio member of the committee. 
If there is nothing more to come 

(Continued on page 58) 


31 

















article stressing the methods 

and factors that have made 
outstanding dealers of my ac- 
acquaintance successful. So here 
at my desk on New Year’s Eve I 
allow my mind to wander back 
over the successful retail dealers 
I have known, and I am trying 
to figure out just why they suc- 
ceeded. What was the most valu- 
able quality in each successful 
case, and what is the quality the 
lack of which always led to fail- 
ure? The answer, without any 
question, is common sense. But 
what is common sense? I should 
say it is the quality that leads a 
man to do the practical and mat- 
ter-of-fact thing on most occa- 
sions. 

Another quality that a suc- 
cessful dealer must have is the 
ability to say no and to stick to 
his decision. Almost every suc- 
cessful dealer I have known, as 
I think of them, were men of de- 
cision. When they said no, it 
meant no, and when they said 
yes, it meant yes. The retail 
hardware business is a very ex- 
acting one, and to be successful 
a dealer must be a very hard 
worker. He must concentrate all 
of his time and all of his thought 
on his business. I have known 
many dealers, smart men, to fail 
because they attempted to do too 
many things. They spread them- 
selves out too thin. One of the 


| HAVE been asked to write an 


most dangerous things is when 
a dealer unconsciously falls into 
the habit of neglecting his busi- 
ness to attend to public affairs. 
It is all right, in fact commend- 
able for an older dealer, who has 
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What Makes a Good Retailer? 


An ABC Article 


By SAUNDERS NORVELL 


established his success and who 
has trained younger men to han- 
dle his business, to devote part 
of his time to public service. But 
no young fellow, attempting to 
build up his business can afford 
to get mixed up in civic affairs. 

In the first years of building 
up any business, complete con- 
centration of time and effort is 
absolutely necessary. A success- 
ful dealer must learn two things. 
First he must study and become 
posted on the lines of goods he 
is selling, and next, he must learn 
to know not only his customers 
but practically everybody in his 
trade territory. Nothing pro- 
duces a better effect, especially 
when a supposed-to-be stranger 
enters a hardware store, than 
for the proprietor to step for- 
ward and call him by name. 
Politicians practice this art of 
knowing people and knowing 
names. A good many retail 
hardware dealers don’t take the 
trouble. 


‘ 


Suceess Built on Selling 


Almost every successful retail 
merchant I can remember built 
up his success first of all selling 
goods. He gave sales his first 
attention. Everything else was 
secondary. Once one of my good 
retail customers passed away. 
His son inherited the business. 
The business began to slip. The 
son called on me one day, told 
me the situation and asked what 
he could do to help his business. 
I asked him what he did, and he 
said he kept the books. He told 
me he was very timid and didn’t 












like to meet people. He spent 
his time in the back office. “All 
right,” I said, “if you can’t train 
yourself to meet your customers, 
then you-had better hire some 
first-class man to look after sales. 
My advice to you, however, would 
be to hire a bookkeeper and just 
stay in the front of the store and 
meet your trade. Possibly after 
a while you will recover from 
your timidity and actually enjoy 
selling.” My young friend fol- 
lowed my advice, tried this plan, 
and he is still in business. 
Buying and selling of course 
go hand in hand. A man who 
sells goods, gifted with common 
sense, makes a good buyer. But 
a buyer who knows nothing about 
selling, who does not come in 
contact with customers, is always 
a dangerous spot in a business. 
When new goods and new lines 
are offered, don’t turn them down 
just because they are new. Use 
a little common sense. If you 
think there is a possibility they 
will sell, buy in moderate quan- 
tities, but don’t allow a specialty 
salesman to load you up in order 
to obtain an extra 5 per cent, or 
get yourself put on the jobbers’ 
list. I have always maintained 
and always preached that in buy- 
ing, the salability of goods is of 
more importance than an extra 5. 
Every buyer should think first— 
“‘Will these goods sell? Is there 
a demand for them in this ter- 
ritory? If there is no demand, 
can we create a demand?” Sat- 
isfy your mind on these points 
before you bother about getting 
an extra 5. Successful merchants 
always watch overstocks. Of 
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course, every buyer is stung from 
time to time. If you are never 
stung, you are too conservative. 
But the successful retail man, 
he gets stung, faces the fact, puts 
the goods to the front, fixes up a 
sale, makes a low price, and sells 
them. If he can’t sell them, he 
gives them away. Dead stock 
takes up space and insurance, and 
stops the general turnover of busi- 
ness. Almost every successful 
merchant is a good eliminator. 
A good rule to remember is— 
follow up success, but when you 
strike anything that is a failure, 
either in men or goods, then elim- 
inate quickly. 

There is a good deal of bunk 
about men who can size up other 
men and tell at a glance whether 
they are good or bad. I have 
actually never met such a man in 
my business experience. How- 
ever, I have met a number of 
merchants, who, when they try 
employees out and find that some 
are good and some are bad, en- 
courage the good ones by paying 
them just as well as possible, and 
get rid of the poor ones just as 
quickly as possible. The weak 
spot in most businesses is in the 
eliminating department. Too 
many dead ones are carried just 
because they are members of the 
family, or they are good fellows, 
or the boss is too good natured 
to slip them on the greased plank 
that tilts outward. One of the 
main causes that brought on the 


Appeals 


The King Hardware Company, 
Atlanta, Ga., appeals to children 
through a novel truck display. 

Wagons, velocipedes, automo- 
biles and airplanes are shown on 
two-ton White trucks. When the 
trucks are not being driven 
through traffic they are stationed 
in front of the various public and 
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depression of 1930 and 1931 
was the strangle hold that a lot 
of inefficient people got on busi- 
ness. The convulsions through 
which business has been passing 
in the past two years is a natural 
effort of business to eliminate 
many of these parasites. 

Most successful merchants 
work out some kind of a bonus 
system for their employees. They 
don’t get salaries too high, but 
keep them within reason. How- 
ever, when there is an extra good 
year, or when an employee does 
extra good work, he receives a 
bonus. 


Relation of Sales to 
Expenses 


If you should draw a chart of 
any business there are two lines 
that would constantly require 
your attention. One would be 
the sales line, and the other would 
be the expense account line. Now, 
the trouble with business, and 
this has been shown clearly in 
the past two years, is that the 
sales line may go down much 
more quickly than the expense 
account line. In most businesses 
the expense account line is al- 
most fixed, and, as a matter of 
fact, usually constantly trends 
upward. And when good old 
sales take a tumble and break 
through the expense account 
line, then trouble starts. The 
great problem before business of 
all kinds today, manufacturers, 





to Children in Novel Way 


private schools and the twelve 
branch stores of tle company. 

The vehicles are hung from 
racks erected on the trucks, and 
at the top there is an effective 
holiday decoration. 

The exhibit may be varied with 
other toys, but in the main will 
consist of its present outfit. 








jobbers and retailers, is to build 
up some system by which the ex- 
pense account will become more 
elastic. A well thought out bonus 
system, with moderate fixed sal- 
aries helps this elasticity. There 
is no difficulty whatever in pay- 
ing out liberal bonuses at the end 
of a good year when they have 
been earned, but all of us will 
have some difficulty in getting 
back salaries that have been paid 
out in a bad year and that have 
not been earned. 

Successful merchants must 
watch the tendencies in their 
businesses, and they must be 
guided by these tendencies and 
take action to meet situations be- 
fore they go broke. A good many 
merchants unfortunately don’t 
wake up to the fact that things 
are going wrong until they are 
in the hands of the sheriff. In 
other words, study your business, 
watch the times, and act quickly. 
Most of the good merchants I 
have known were neither opti- 
mists nor pessimists. They were 
a combination of both. They 
faced the facts. If they were op- 
timistic they had some basis for 
that state of mind. If conditions 
led them to be pessimistic, they 
didn’t hesitate to say so. 

The past two years should have 
taught all of us one lesson if we 
never knew it before, and that is, 
when things start going bad, get 
out from under as quickly as pos- 
Don?t count on miracles. 


sible. 









The company decided that it 
would be more effective to take 
its toys to the children than to 
wait for the children to come to 
the stores. It figures that very 
few children will fail to see this 
portable display and that those 
who do see it will lose no time 
in notifying parents. 












3.000 in Wheel Goods 


How H. W. Green & Sons, Long Beach, 
Cal., Obtains Large Annual Volume 


W. GREEN & SONS, 

H Long Beach, Cal., sell 

® $5,000 worth of wheel 

goods a year. Time payments, 

advertisements three times a week 

during November and December 

and the handling of only high 

grade wheel goods assist the firm 
in making such a record. 

“By featuring terms you can 
sell better merchandise,” says 
George W. Green, president, Cal- 
ifornia Retail Hardware Associa- 
tion, and a member of the firm. 
“For instance, in velocipedes we 
carry only tubular frame ball 
bearing models. Time payment 
terms offered on these lines are 
one-fourth down and the balance 
in three equal payments, thirty 
days apart. For this service 10 


per cent is added to the cash 
price. 


Layaways are encouraged with 
deposits, hut at least one-fourth 
of the purchase price must be re- 
ceived by Dec. 10. No refunds 
are made after the beginning of 
Christmas week. 


Adds Bicycles 


Last year bicycles were added 
to the company’s stock of wheeled 
goods, eleven vehicles being sold. 

The Green store found it nec- 
essary last year to reduce its 
mark up, due to competition. 
This did not hurt the company’s 
sales, as it was only on a few 
numbers. A carload of wheeled 
goods was sold during that year. 

Bicycles were added to stock 
last year and eleven units were 
sold. 

Mr. Green states that wheel 
goods put over the ledges 12 in. 









high cannot produce sales the 
rest of the year. A wheel goods 
display rack is used in place of 
the open display table ordinarily 
utilized in that section of the 
store. Wheel goods are given 
this section from about Nov. 10 
to Jan. 1. 

On the wheel goods table show- 
ing in the background there is 
just enough room to display autos 
from steering post to tip. The 
top shelf, which is set back, is 
utilized for buggies and smaller 
wheel goods. The ledge at the 
bottom serves to prevent children 
from riding all over the store, 
hurting the china department, etc. 


Wide Price Range 


A wide price range in air- 
planes, buggies, skooters, bicy- 
cles, autos, wagons, sidewalk cy- 
cles, velocipedes, etc., is carried. 
Of the velocipedes 95 per cent are 
priced over $8.75, 20 per cent be- 
ing offered at $9.95 and 35 per 
cent being priced at $12.75. The 
year before, the last two men- 
tioned classes were marked 
$10.85 and $14.65 respectively. 
Sidewalk cycles offered this year 
include 50 per cent of the total at 
$22.50. Skooters are equally di- 
vided between $3.75 and $4.75 
lines, which were a dollar higher 
in both instances last year. 

On wagons 30 per cent are of- 
fered at $3.75, while 45 per cent 
are offered at $5.45. Last year 
doll buggies were marked at 
prices varying from $2.50 to 
$13.25, the best sellers being 
priced at $10. 

Stock control records are ac- 
curately kept on all wheel goods 
lines carried, using standard rec- 
ord cards. 
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Too Miuch Free Wheeling 


by LLEW 8S. SOULE 


EK were in an old type hardware store a few 
Wis: ago. Tall shelves extended the full 

height of the walls; oak counters kept the 
customers away from the merchandise in boxes 
and bins. Near the rear, lanterns, tubs, boilers and 
other articles hung down from the ceiling. The 
uail bins extended in a long row under a rear 
counter and in front of them the frayed ends of rope 
protruded through holes in the floor. The center of 
the sales floor was filled with the heavier goods leav- 
ing a six foot aisle on either side. It was cleaner 
than some of the old stores we remember, but withal, 
it was dark and gloomy and smelled of oil. 

“Didn’t you tell us last spring that you were go- 
ing to put in display tables and open a housefur- 
nishings department?” we asked the idle proprietor. 
“I did intend to,” he replied, “but I’m waiting for 
business to pick up first.” “Is it picking up any?” 
we queried. “No,” he answered curtly; “if any- 
thing, it’s getting worse.” 

Just a block down the street, there is another 
hardware store that started business last April. The 
sales room is small, but light and inviting. There 
are two batteries of open top display tables filled 
with hardware items. The shelving is low enough 
so that goods can be reached without a ladder, and 
the top ledge is trimmed with wheel goods and simi- 
lar items. On a raised platform, there are three 
washing machines and several gas ranges. The only 
counter is a wrapping counter. There is more mer- 
chandise displayed in an area ten feet square, than 
there is in the entire salesroom of the competitive 
store. We saw plenty of new items—articles that 
once would have seemed out of place in an atmos- 
phere of hardware. 

Business seemed fairly brisk when we entered, 
and it kept up, while we were there. “Is business 
picking up any?” we asked. ‘“We’ve showed a gain 
every month,” the proprietor answered. “Of course 
we haven’t been here a year yet, and we started in a 
small way,” he went on. “We’re not getting rich. 
but we are making a little money. However, we 
have to keep everlastingly at it. We sold six wash- 
ing machines and eight vacuum cleaners during the 
two weeks before Christmas, and all but two of the 
sales were made outside the store.” 

As the train carried us back toward the city that 
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night, our thoughts dwelt on those two stores in the 
town we had left. Later as we glanced through a 
newspaper our attention was attracted to the promi- 
nent advertisement of a new model automobile. 
Across the page were the words, “Free wheeling.” 
Somehow it seemed to fit in with the experiences of 
the day. 

“Free wheeling may be fine as applied to motor 
cars,” we mused, “but today’s business is not of the 
pleasure car type. It takes power and control to 
climb grades.” One dealer goes out and gets busi- 
ness. Another waits for business to pick up—and 
his free wheeling, without momentum, has actually 
put his business machine into reverse. 

That first dealer realizes that while a dollar “goes 
farther” these days,.a merchant must also “go 
farther” in order to get it; that he must advertise 


‘more, display his goods to better advantage, keep 


his stock in the pink of condition, and work harder 
than he ever worked before; that he must invite 
people to come in, and maintain a store that justi- 
fies the invitation. He realizes that the old regime 
is over, and that buying habits have definitely 
changed. 

The trouble is that we are all talking general busi- 
ness conditions, forgetting that “general business” 
is but a term expressing the average of a myriad of 
individual businesses; that if each business man 
would increase his individual business just a little, 
the effect upon general business would be immediate 
and definite. 

How many lost sales have you had within the past 
month? How many people do you know who could 
use your merchandise to advantage, and who are in 
position to buy it? How many such prospective cus- 
tomers have you definitely tried to sell your merchan- 
dise to? How many have you or your men personally 
called on in an intelligently planned effort to sell? 

Check up on yourself—your employees—your 
store and your stock. Ask yourself honestly, if 
there are not articles you would buy if properly ap- 
proached. Then set yourself and your sales force a 
positive goal—a fixed quota on sales; not too high, 
Lut one that will show a reasonable increase. 

This is no time for business Free Wheeling. Step 


On The Gas. 








The 


Hardware Age 


by J. A. WARREN 


EALIZING the importance 
R of the price ticket as a 

selling force, HARDWARE 
AGE carried a story last week 
pointing out the essential points 
in the preparation of copy, de- 
signs and colors. 

Several designs and their color 
schemes were suggested as pat- 
terns for uniform sets of tickets. 
It was pointed out that the ticket 
is a part of the window dress, 
both as to number and color. The 
title of this article was “Price 
Tickets Should Say Something.” 

On this page and in second 
issue of each month we will show 
an actual size price ticket, in its 
suggested color scheme. This 
ticket may be used as a guide for 
cutting out the required number 
of tickets from cardboard of a 
tint as near the color shown as 
possible. When this has been 
done it is a simple matter to take 
some show card color and paint 
a border on the tickets the shade 
shown here. 


A great assistance in making 
these borders is the hand rest il- 
lustrated. This is made from a 
straight edge, such as a piece of 
an old T-square mounted on a 
couple of blocks about 34 inch 
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Talkerticket 


For January [t's Orange 


high. It is also a good help in 
lettering. 


A New Design Each Month 


There will be a new design 
and a new color scheme, chosen 
specially to suit the season, in 
each of the monthly articles. Also 
suggestions for value creating 
copy will be included. 





for 


The lettering on the card illus- 
trated is done with a speed ball 
pen and is not difficult. Very 
little practice in the matter of 
spacing letters and in forming 
the groups of lines will enable 
you to produce a good card. 

In your HarpwareE AGE for 
February 11 you will find an- 
other ticket design. 


Dercolator 


with wide base 


(Ck 


eating 


[= 
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It may look like a 
shoe store but it 
is part of the 
Ray! Hardware 
Co.’s_ skate de- 
partment in De- 
troit. 






banner ice-skate sales record 

this season. In recent years, 
skating has steadily become a 
more popular winter sport, mak- 
ing increased facilities necessary 
for this healthful form of recre- 
ation. Indoor ice-skating rinks 
in most of the larger cities are 
being widely patronized. In 
many other communities it has 
become the practice in freezing 
weather to flood tennis courts 
and other suitable areas in order 
to accommodate the growing 
number of skating enthusiasts. 
Much of skating’s appeal can un- 
doubtedly be attributed to the 
fact that it is both a body-build- 
ing and an inexpensive sport. 


[a point to a 
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Cash in on the 


Winter Sports 


With the coming of the Third 
Olympic Winter Games to Lake 
Placid, N. Y., next month, the 
public’s interest will be further 
stimulated by what has been 
termed the greatest skating event 
ever staged in the United States 
or Canada. 

Aggressive hardware mer- 
chants will make the most of 
their oppor- 
tunity to cap- 
italize on the 
impetus giv- 
en the sport 
by the ap- 
proaching in- 
ternational 
contests and 
e x h ibitions. 













Newspapers, magazines and news 
reels are already featuring stories 
and pictures of early arriving 
participants who have entered 
training at Lake Placid. As the 
date for the: Olympic (Feb. 3 to 
11) draws near, attendant pub- 
licity will increase and many 
prospective skaters will unques- 
tionably be influenced to actively 
take up the sport. 

With sporting goods a major 
line in most hardware stores, 
skates should be given a promi- 
nent place in this department. 
The demand is excellent and is 
expanding; margins are adequate 
and hardware merchants will not 


find it difficult to compete, on a 
(Continued on page 57) 
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Put These Window Displays 
to Work for Profit 


UR photos this week -are 
() chosen from a_ group 

which specialized in dis- 
playing specific lines of mer- 
chandise. Each one confines it- 
self to some one line, with only 
closely related items as acces- 
sories. 

Many successful window trim- 
mers hold that this is the better 
way to handle some displays— 
focusing the attention upon the 
line shown. There are, of course, 
instances where a more lenient 
view is rightly taken. For those 
who wish to make use of the for- 
mer plan we suggest something 
like those shown 
here: 

The window at 
the top of page 38 
featuring house- 
wares adheres 
‘strongly to the sin- 
gle purpose type 
of display. It 


games and related items. This 
window is very timely for this 
season of the year. It is a simply 
arranged window and a feature 
of the display is that every piece 
of merchandise carries a neatly 
lettered price ticket. 

Barrett-Hicks Co., Fresno, Cal., 
used the window at the bottom of 
the page, featuring winter sport 
and wheel goods. 

In all of these windows it will 
be noted that lighting of ade- 
quate intensity plays a large part 
in making the merchandise stand 
out well, in addition to attracting 
passersby. This is an important 





comes from the 
American Avenue 
Hardware Co., 
Long Beach, Cal. 
The lock window 
at the bottom of 
this page also 
comes from the 
Long Beach firm 
and carries out 
the idea of single 
line display. 
Morehouse & 
Wells, Decatur, 
Ill., used the cen- 
ter window on 
page 38 featuring 
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point that will be discussed as a 
feature of HarpwWARE AGE in a 
series of excellent articles to be- 
gin Jan. 28. Every phase of the 
lighting problem as it concerns 
the merchandising of hardware 
and related retail lines will be 
thoroughly discussed by compe- 
tent authorities on the subject. 

These articles will be illus- 
trated with photographic exam- 
ples of store lighting the authors 
consider efficient for the modern 
store’s requirements, and are 
part of the HAaRpwarRE AGE plan 
to help you get in step with the 
times. 
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HERE ARE SOME BARGAINS 
SPORTING 

















INTER sports are now at 
their peak. If you are 
located in a community 


where snow and ice are part of 
the picture, you can do much to 
make the winter months some- 
thing more than merely a time to 
wield the snow shovel. Winter 
carnivals, snowshoeing patties, 
hockey games and matches are 
making January and February 
months of fun for young folks 
and others not so young. 

If there is little or no organized 
winter sport activity in your com- 
munity, you can do your town 
and yourself a favor by starting 
it. One community organizes 
winter picnics to the snow cov- 
ered country places. A sleigh is 
sent on ahead to some selected 
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spot in the country, or a clearing 
in the woods, with sandwiches 
and the means of making coffee. 
The townsfolk then start out on 
snowshoes or - skiis, arriving 
about the time coffee and food is 
ready. Such a party can easily 








Two Winter 


be arranged and the hardware 
merchant may benefit handsome- 
ly without seeming too obviously 
interested in profits. 

Hockey games and_tourna- 
ments are frequently arranged, 
with indirect sales resulting be- 
cause of the renewed interest in 
that game and skating. Good fast 
teams playing hockey for the 
amusement of the community will 
surely arouse interest to the point 
of desire to participate. Many 
towns are finding the interest in 
this fascinating game running so 
high that the store taking a lead- 
ing part in its promotion gets a 
large amount of prestige. 

The window on sporting goods 
this week is made to order for 
such a plan. Start an agitation 
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Window Trims 


for an outdoor event calling for 
this equipment, get the local 
newspaper to cooperate, adver- 
tise your winter sport goods to 
coincide with the event and put 
in this window. The banner need 
not call attention to the bargain 
feature, but the style should be 
followed as shown. Our sugges- 
tion as to color is white lettering 
on an orange background. The 
price ticket shown on page 36 of 
this issue will fit in nicely with 
this display. And, while speak- 
ing of price tickets, look up last 
week’s issue again and read the 
article on the preparation of copy 
for price tickets. It appeared on 
page 22. 

Then we have the kiddies who 
are kept indoors on rainy or 
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stormy days. Games and indoor 
playthings as well as occasional 
outdoor items, are arranged in 
our second window this week. 
This department of your business 
deserves its share of space in 
your advertising also. Whether 
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SPECIAL\VALUES 

















direct 
mail matter, see that your Cus- 
tomérs are kept reminded of the 


you use newspapers or 


toy department. A picture of 
some interesting item will attract 
the child’s mind—which, believe 
it or not, influences many sales. 








In 1932, you can increase your volume and profits by plan- 


ning your merchandising. 


Advertise, trim your windows 


and arrange store displays in a related plan. Coordinate all 


your departments so that they move together toward a better 


business result. 
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Executive : 
Changes, Meet- News of 
ings, Current Retailers 
Events in the Pes and 
Ti anufacturers 
_ of the — 
HARDWARE AGE FOR JANUARY 14, 1932 
HARBISON COMPANIES | pairing and servicing of appli- DISTRIBUTORS URGE 


NOW HARBISON, INC. 


On Jan. 1, 1932, Harbison 
Mfg. Co. and the Harbison 
Building Co., both of Kansas 
City, Mo., were merged to form 
Harbison, Inc. The building 
company was a subsidiary of the 
manufacturing organization. The 
manufacturing end of the busi- 
ness has been eliminated for 
some time and has been operat- 
ing as a wholesale distributor. 
The building company was in- 
corporated in 1920, while the 
manufacturing company was 
formed in 1899 as Harbison & 
Modica, partners being H. P. 
Harbison and F. B. Modica. In 
1903 the company. was _incor- 
porated as Harbison - Modica 
Mfg. Co., a general line of im- 
plement parts and supplies be- 
ing added to the hardware 
specialties. In 1909 the company 
became Harbison Mfg. Co. 

The organization covers west- 
ern Missouri, Kansas, southern 
Nebraska, Oklahoma and east- 
ern Colorado. Officers are: Pres- 
ident, H. P. Harbison; vice- 
president, W. H. Churchill; 
treasurer, J. S. Harbison, and 
secretary, J. H. Harbison. 





NEW YORK PAINT CLUB 
TO HOLD DINNER-DANCE 


The New York Paint, Oil & 
Varnish Club will hold a ladies’ 
night, in the form of a dinner- 
dance, Jan. 14, at The Plaza, 
Fifth Avenue and Fifty-ninth 
Street, New York City. R. J. 
Peterkin is chairman of the af- 
fair, which will be held in the 
ballroom of the hotel. 





MRS. LORAINE LIMP BUYS 
HARDWARE BUSINESS 


Mrs. Loraine Limp has pur- 
chased the Limp Hardware Co., 
Petersburg, Ind., founded by 
William Limp, father-in-law of 
Mrs. Limp. The Limp family had 
conducted a hardware business 
in that town for the past half- 
century. 


BRUNSWICK HARDWARE 
ENLARGES ITS STORE 
Brunswick Hardware Co, 

Brunswick, Me., has remodeled 

part of its store for handling, re- 
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ances. Charles Wentworth, {or- 
merly of the Central Maine 
Power Co., will manage ‘the 


household utilities department. 
Frank Lincoln, who will have 
charge of the service department, 
was also formerly with the power 
company. 


PRISCILLA HOUSEHOLD 
AIDS APPOINTS DRAZAN 


Lambert Friedl, president, 
Priscilla Household Aids, Inc., 
5713 Euclid Avenue, Cleveland, 
Ohio, kitchen utensil manufac- 


turers, has announced appoint- 
ment of N. E. Drazan, 253 
Broadway, New York City, as 
New York representative. 





PRATT & LAMBERT, INC. 
HAS SALES CONVENTION 

H. E. Webster, president, Pratt 
& Lambert, Inc., Buffalo, N. Y., 
spoke on business trends during 
the next six months, as expressed 
by authorities, at the sales con- 
vention Jan. 4 and 5 at the Ho- 
tel Drake, Chicago, Ill. Other 
speakers were: W. P. Werheim, 
vice-president, in charge of ad- 
vertising; R. W. Lindsay, vice- 
president and general sales man- 
ager, who presided over the ses- 
sions. W. C. Woodyard, mana- 
ger, architectural service depart- 
ment, and W. R. Fuller. 

Meetings of the eastern divi- 
sion salesmen were held at the 
Hotel New Yorker, New York 
City, Jan. 8 and 9. H. S. Pres- 
cott, vice-president; C. W. 
Brown, sales manager, and F. 
W. Garen, sales representative, 
respectively of the eastern divi- 
sion, spoke. R. H. Whitlow, 
vice-president, Cleveland Paint & 
Color Co., Cleveland, Ohio, gave 
a sales demonstration. H. P. 
Michels, assistant sales manager, 
Chicago, explained the step-by- 
step plan. 


JAMES E. TURLEY HDW. 
DAMAGED BY FLAMES 


Fire damaged the hardware 
store of James E. Turley, Eng- 
lish, Ind., Jan. 3, at which time 
several residences were damaged. 


REFUTES RUMOR 

















HERBERT LAWRENCE 


UNDERHILL, CLINCH WILL 
NOT LIQUIDATE 


Rumors that Underhill, Clinch 
& Co., 84 and 86 White Street, 
New York City, would liquidate 
their wholesale hardware busi- 
ness are entirely without founda- 
tion. Characterizing all such re- 
ports as merely malicious gos- 
sip, Herbert Lawrence, president 
of this firm, which has been in 
business for more than seventy- 
five years; advises that the lease 
on present premises has been re- 
newed for a period of time, and 
that future plans call for expan- 
sion, not liquidation. The com- 
pany will exhibit at the coming 
New York State convention. 





DOLVIN, DIST. MGR., 
FOR ELECTROCHEF, INC. 


A. H. Jaeger, general sales 
manager, Electromaster Inc., De- 
troit, Mich., announces the ap- 
pointment of Paul R. Dolvin as 
district sales manager for the 
Electrochef electric range in the 
southeastern territory. Mr. Dol- 
vin for the past five years has 
been district manager for Elec- 
trol, Inc., in the Middle West. He 
will make his headquarters in 
Atlanta, Ga., where he enjoys a 
wide acquaintance. 





EDWARD WATSON DIES 


Edward Watson, 63, died Jan. 
1 in Washington, D. C., follow- 
ing an illness of one year. For 
a time he was a salesman for 
Sherwin-Williams Co., Cleveland, 
Ohio. About twenty-five years 
ago he bought an interest in the 
R. M. Wilkins Hardware Cora- 
pany, Gaffney, S. C., becoming 
sole owner of the store in 1926 
upon the death of his partner. 





NEW PRICING METHOD 


Manufacturers serving distrib- 
utors of heavy hardware, ma- 
chinery and related products 
with their supplies are being 
urged to accept the recommen- 
dations cf distributing groups 
with respect to a pricing method. 
Associations that have endorsed 
the proposed method are the 
American Steel Warehouse 
Assn., formerly the American 
Steel & Heavy Hardware Assn.; 
the National Supply and Distrib- 
utors’ Assn., and the Southern 
Supply & Machinery Distribu- 
tors’ Assn. 

Briefly, the Joint Price Com- 
mittee of the aforenamed or- 
ganizations, of which Wendell 
H. Clark, Samuel Harris & Co., 
114 N. Clinton St., Chicago, Ill. 
is the chairman, in formulating 
its recommendation urges that 
manufacturers establish a_ list 
price high enough for a selling 
discount of between 50 and 80 
per cent to the trade, with the 
distributors’ cost price beyond 
that. As an example, the sug- 
gested practice is to quote dis- 
tributors’ cost at 70-25 per cent, 
denoting 70 per cent resale and 
25 per cent gross margin to the 
distributor. The recommenda- 
tion points out that this is an 
easy method for suggesting a re- 
sale price to the distributor and 
a general use of the idea would 
tend to simplify the complicated 
pricing problems of the trade. 

As a further recommendation 
the committee also suggests that 
the same discount be applied to 
the entire line, in all possible 
instances, or to at least cover all 
sizes of the same item with the 
same cost and resale discount. 
The committee is requesting 
manufacturers to effect the 
change at the earliest practical 
time in order that losses on pres- 
ent printed matter will be min- 
imized or entirely eliminated. As 
an additional method for sim- 
plifying pricing problems the 
committee advocates that manu- 
facturers plan to issue price 
change sheets, in so far as is 
practical, twice a year, on Jan. 
1 and July 1. 
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CUNNINGHAM, RADIOTRON 
JOIN SALES ACTIVITIES 


E. T. Cunningham, president, 
RCA Radiotron Co., Inc., Harri- 
son, N. J., and G. K. Throckmor- 
ton, president, E. T. Cunning- 
ham, Inc., New York City, have 
announced the unified direction 
of Radiotron and Cunningham 
sales activities. G. C. Osborn is 
vice-president in charge of sales. 

Meade Brunet, New York City, 
is Eastern sales manager, with the 
following district managers: H. 
C. Brown, Boston, Mass.; W. H. 
Clarke, Buffalo, N. Y.; W. H. 
Thompson, New York City, and 
F. B. Wanselow, Philadelphia, 
Pa. M. F. Burns, Chicago, IIL, 
is central sales manager. His 
district sales managers are L. W. 
Teegarden, Cleveland, Ohio; R. 
A. Graver, Atlanta, Ga., and E. 
L. Sutton, Chicago, Ill. F. H. 
Larrabee, Kansas City, Mo., is 
Western sales manager. His dis- 
trict managers are H. A. Ed- 
wards, Minneapolis, Minn.; J. 
P. Jeter, Kansas City; J. W. 
Cocke, Dallas, Tex.; F. A. Mul- 


vany, San Francisco, Cal., and F.~ 


E. Harding, Seattle, Wash. 

Mr. Cunningham points out 
that it is the belief of the two 
companies that the new sales or- 
ganization will speed application 
by dealers and distributors of 
the sales development. programs 
offered. The. individuality — of 
both Radiotron. and) Cunningham 
brands will be maintained by. two 
distinctive sales promotion” pro- 
grams: 

LEWIS €. KNOBE. BUYS 

ELMER WILSON. STORE 


Lewis C. Knobe, Halbur, Iowa, 
has purchased the hardware 
stock in Farnhamville, Iowa, 
from Elmer Wilson, of Lake City, 
Iowa. Mr. Knobe has been in 
the hardware business at Halbur 
for the past ten years. 





FOY PAINT CO. BUYS 
JOHNSTON PAINT CO. 


The Foy Paint Co., Cincinnati, 
Ohio, has purchased the R. F. 
Johnston Paint Co., of the same 
city, from the receiver. The Foy 
Paint Co. was established twenty- 
nine years ago. In 1908 it pur- 
chased the business of The Bar- 
ron-Boyle Co., and in 1928 The 
Cincinnati Varnish Co., a_busi- 
ness that had been organized in 
1865, was added. R. Fee John- 
ston will continue in charge of 
the Johnston division. In addi- 
tion to the manufacture of u 
complete line of paints and var- 
nishes sold through the retail 
trade, The Foy Co. now produces 
a large volume of industrial fin- 
ishes used by manufacturers. 

The company’s plant is in Nor- 
wood, Cincinnati. Officers are: 
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President, Wm. F. Foy; vice- 
presidents, .E. A. Foy, Jr., and 
E. A. Foy, Sr., and secretary and 
treasurer, Geo. W. Schneider, 
Jr. These officers, together with 
Geo. C. Voll, sales manager, con- 
stitute the company’s board of 
directors. W. E. Backus is di- 
rector of advertising for the par- 
ent company and its subsidiaries. 





E. C. DUNHAM TAKES 
OVER FATHER’S STORE 


E. C. Dunham recently took 
over the Dunham Hardware Co., 
1218 Turner Street, Lansing, 
Mich., formerly operated by his 
father, Paul E. Dunham, who re- 
tired after fifty years in the 
hardware business. 





PRATT & LAMBERT, INC., 
GIVE SERVICE AWARDS 


Following a brief address by 
Harold E. Webster, president of 
Pratt & Lambert, Inc., varnish 
makers, at the company’s head- 
quarters plant in Tonawanda 
Street, Buffalo, N. Y., Dec. 24, 
service awards were presented to 
several employees. 

For completing 20 years of ser- 
vice William H. Hamilton re- 
ceived a watch, suitably in- 
scribed. For 10 years, Mrs. Ro- 
sella O’Neill was presented with 
a bar pin. Cuff links, especially 
designed for men employees for 
10 years’ service were awarded to 
Guilford Dean, Ferdinand Miller, 
George Moffett, George Nicker- 
son, J. Alan Schoelles and George 
Wink. 


J. N. ELMSTEDA BUYS 
‘ ANDREWS & RENDALL 


J. N. Elmsteda recently bought 
the business of Andrews & Ren- 
dall Hardware, . Winnebago, 
Minn. 


G. E. HOTPOINT, SIMPLEX 
NOW IN BRIDGEPORT 


The General Eleetric Hotpoint 
appliance. business will be han- 
dled by the merchandise depart- 
ment of the General Electric Co., 
with headquarters at 1285 Boston 
Avenue, Bridgeport, Conn. The 
appliance business of the Sim- 
plex Division will also be han- 
dled by the same department at 
Bridgeport. Factory branch ser- 
vice stations are now located at 
five points throughout the United 
States, to which addressed ship- 
ments and correspondence per- 
taining to service should be sent. 
Stations should be addressed as 
General Electric Co., Merchan- 
dise Department, at Bridgeport, 
Conn.; Waynesboro, Va.; 5660 
West Taylor Street, Chicago, II1.; 
Ontario, Cal., and 2032 Second 
Avenue, Seattle, Wash. 





The company announces that a 
daily national General Electric 
program will be broadcast over 
fifty-four stations of the NBC 
system. 


0. W. NELSON OPENS 
STORE IN TIPTON, IOWA 


The O. W. Nelson hardware 
store was opened recently in 
Tipton, Iowa. Mr. Nelson, a vet- 
eran in the hardware business, 
is assisted in the store by his 
wife and son. The former Tip- 
ton hardware store, taken over 
by Mr. Nelson, has been redeco- 
rated and a larger stock of mer- 
chandise is being carried. 





McEWEN & BENNETT OPEN 
STORE IN VERNON, B. C. 


McEwen & Bennett have 
opened a hardware store in Ver- 
non, B. C., Canada. W. Mce- 
Ewen was for the past 23 years 
a resident of that town, having 
been identified since 1909 with 
the Vernon Hardware Co., Ltd., 
while his partner, W. A. C. Ben- 
nett, is well known as a _ hard- 
ware man in Kelowna, B. C. 





HADDOW HARDWARE 
IN NEW LOCATION 
Haddow Hardware, Mellette, 
S. D., is now located in the 
Finnberg building, in that town. 





Dealer’s Ingenuity Boosts Sales 


of Furnace Heat 


R. Mockler, who operates a 
very busy hardware store in the 
Watchung Avenue shopping dis- 
trict of Montclair, N. J., has in- 
geniously devised a simple and 
effective means for acquainting 
store visitors with the purpose 
and mode of operation of ther- 
mostatically controlled furnace 
heat regulating systems. Mr. 
Mockler’s idea has sold several 
outfits at a price of $35, in- 
stalled, which he feels sure would 
not have been sold if ordinary 
methods had been relied. upon to 
create the desire of possession. 

Mr. Mockler declares that me- 
chanical devices of this nature 
do not interest most customers 
when displayed as regular goods 
are presented. He says that the 
average’ customer views them 
only as “mechanical parts,” and 
in most instances makes no @f- 
fort to associate the contrivances 
with their application when 
placed into use. He believes that 
such items must be presented to 
prospects — and he _ considers 
most store visitors prospect§, in 
such a manner that the item will 
intrigue their interest, and if 
possible convince them of the ad- 
visability of acquiring that par- 
ticular product. 

The demonstrator he devised 
fer this purpose made no at- 
tempt at artistic appearance and 
scarcely any expense was en- 
tailed in its construction, al- 
though for practical purposes it 
was most effective and convinc- 
ing. Other dealers desiring to 
adapt the idea to their stores 
may wish to add a few refine- 
ments and these can be made at 
a nominal outlay. Mockler’s 
demonstrator was of a size per- 
mitting it to be placed on top of 
a showcase. The card used as 
a background measuring about 
22 inches wide and 30 inches 
high. 

The plan and layout for the 
demonstrating device will be 
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clearly understood when the ac- 
companying reproduction of it 
has been carefully studied. As 
will be apparent, the thermostat 
control is depicted in a position 
above the drawing representing 
the floor beams on the first floor, 
while the motor unit for con- 
trolling the drafts is shown in 
a basement location. Hemp twine 
running through screw eyes rep- 
resented the chain and pulleys 
used on an actual installation. 
Four-inch T hinges were used to 
represent the check and force 
drafts.. This point was made 
doubly clear by the sketch of 
the furnace, with arrows used to 
denote the drafts the T hinges 
represented. 

Interested store visitors often 
step up to the demonstrator af- 
ter studying it for a moment and 
turn the  heat-regulating dial 
from 60 degress to 70, and as 
this is done the motor starts 24- 
tomatically, closing the check 
draft and opening the force 
draft. As soon as a patron shows 
interest in the demonstrator Mr. 
Mockler or one of his two sons, 
who assist him in the business, 
make it a point to orally ex- 
plain other details concerning 
the healthful and economic fea- 
tures of the device. 
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C. W. Lehmann, Hardware Man, Active at 92 


A record in the hardware busi- 
ness which few men_ have 
‘equalled is being rounded out 
by C. W. Lehmann, who learned 
the tinsmith trade in Chicago 75 
years ago and has operated a 
store for the last 64 years in 
Cedarburg, Wis. 





W. LEHMANN 


C. 


Mr. Lehmann, who will be 92 
on March 25, is still active in 
the business. So active that he 
gets down to his store on Cedar- 
burg’s main street at 5.30 every 
morning. In recent years he has 
taken a nap early in the after- 
noon, but goes back to the store 
later and stays until closing 
time at 8 p. m. and sometimes as 
late as 10 p. m. 

Although he is probably dean 
of hardware: merchants in the 
entire United St&tes, both in age 
and years of service, Mr. Leh- 
mann sees nothing remarkable 
about his record. 

“I just stuck to business and 
took good care of myself, and 
that’s all there is to it,” is the 
veteran merchant’s story, and it 
is with difficulty that he can be 
induced to elaborate on his ca- 
reer. 

Born in Germany in 1840, he 
came with his parents to Mil- 
waukee in 1854, settling a few 
months later on a farm 12 miles 
north of that city. In 1856 he 
went to Chicago and learned the 
tinsmith’s trade, working in hard- 
ware shops there until 1862. 

That year he enlisted in Com- 
pany C, Thirty-fourth Wisconsin 
Volunteer Infantry, serving until 
the close of the Civil War. On 
his return, he worked in hard- 
ware stores in Milweukee and 
Evansville, Wis. In : ve spring 
of 1867 he went to C darburg. 
then a village of less thon 1000 
population, 18 miles north of 
Milwaukee, and opened a small 
store, 20 by 50 feet, on the front 
of which he advertised “Stoves, 
Tin and Hard Ware.” 

In 1874 he built a larger store. 
50 by 50 feet, which later had 
to be increased by an addition 
almost as large and which the 
business now occupies. Until 
1911 Mr. Lehmann’s _ brother 
Julius was his partner, but after 
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the latter’s retirement Mr. Leh- 
mann continued in business with 
his son, Conrad, and daughter, 
Martha, the latter serving as 
bookkeeper. 

“I got plenty to do,” the aged 
man remarked as he turned to his 
figuring, following his pencil 
markings closely with the aid of 
a flashlight. “I have to do ihe 
ordering and figure up the bills 


and see that the prices are 
right.” 








Mr. Lehmann has no hobbies, 
| according to his son, who now 
| has active management of the 
|store. He always has stuck 
closely to business and except 
for a trip to California 20 years 


ago and another in 1928, he has 
had no vacations that the son can 
recall. 
| The aged hardware dealer 
| holds more records than any 
| other man in Cedarburg. His 
| store was the first hardware store 
established there; he has been in 
business longer than any of his 
fellow townsmen, and he is the 
oldest active business man in the 
city, which has grown since he 
came to nearly 2000 population. 
When an Izaak Walton league 
was organized in Cedarburg eight 
years ago, Mr, Lehmann, at 86. 
was the oldest member to enroll. 
“T might retire when I get to 
be 100,” the quiet little man said 
with the trace of a smile. “I’in 
beginning to feel a little old.” 











Placing special stress on 
mazda lamps has enabled the 


Chas. W. Walmer Hardware Co., 


the store serves a suburban sec- 
tion of Pittsburgh having a pop- 
ulation of about 40,000, its lamp 
business compares favorably 
with that of some of Pittsburgh’s 
leading department stores. 

In addition to centering the 
attention of shoppers on mazda 
lamps through the medium of 
well arranged window displays 
installed at frequent intervals, 
the store makes it a practice to 
feature the line at all times in a 
prominent location within the 
store. The interior display oc- 
cupies a space six feet square 
in the center of the sales floor 
and an illuminated arch above 
the display is used to “catch the 
eye.” 

Two open top tables placed 
parallel to each other are em- 
ployed as a unit fixture, while 
the home-made arch over the 
tables provides the means for dis- 
playing many types of lamps as 








Wilkinsburg, Pa., to build up 
an average monthly volume of | 
$1,000 in this line. Although 


Mazda Lamps Bring Walmer $1,000 Per Month 


| they appear when turned on. 
| More than 75 different types of 
varying size, wattage and color 
‘os on view and approximately 
one thousand lamps are used for 
display purposes. Only opened 
stock is kept on the tables, as 
ample storage space for full car- 
tons available under them. 
Every compartment on the table 
bears a price card and the lower 
price prevailing when six or 
more lamps are purchased is em- 
phasized in a very productive 
manner. Instead of marking 
lamps retailing at 20c. each “Six 
for $1.08,” as is the custom in 
many stores, Walmer’s use “18c. 
Each in Lots of 6.” 

Lamp customers are invaria- 
bly urged to take advantage of 
the lower price made _ possible 
by a quantity purchase and do 


is 


so in most instances. The dis- 
play is so arranged that the 
heavier selling numbers are 


placed on the corners and are 
featured by larger mass displays 
than are found on the inner 
compartments. Lighted flashing 
lamps are used underneath the 
larger massed displays. 





-}-Farrand Rapid Rule. 





PALMER IS PRESIDENT, 
MEMPHIS PAINT CLUB 


At the first annual Christmas 
party of the Memphis Paint, Oil 
and Varnish Club, held Dec. 29, 
1931, at the Hotel Chisca, offi- 
cers were elected. Fifty mem- 
bers and guests attended the 
meeting, which was a dinner ses- 
sion with entertainment features. 

P. L. Palmer, Tri-State Paint 
Co., is president, while G. W. 
House, De Soto Paint & Varnish 
Co., past president, is vice-presi- 
dent. H, C. Smith, Southern 
Shellac Mfg. Co., is secretary 
and treasurer. Members elected 
to serve on the executive board 
of directors are: M. G. Heins, 
True-Tagg Paint Co.; W. A. Vie, 
Sherwin-Williams Co., and J. E. 
Hooks, Pittsburgh Plate Glass 
Co. 

The club voted to make the 
Christmas party an annual event. 





STANLEY BUYS FARRAND 
RULE BUSINESS 


The Stanley Rule & Level 
Plant, The Stanley Works, New 
Britain, Conn., has purchased 
the rule business of Hiram A. 
Farrand, Inc., Berlin, N. H., de- 
veloper and manufacturer of the 
Transfer 
of machinery and equipment has 
already been completed. 

The Stanley organization 
ready to quote prices and to 
make prompt delivery on all 
types of rules formerly made by 
the Farrand company. 


1s 





STELLWAGEN & SON MOVE 
TO 12 WARREN STREET 


Fred L. Stellwagen & Son, 
manufacturers’ _ representatives, 
have moved to larger quarters at 
12 Warren Street, New York 
City. For the convenience of 
theix customers a small stock of 
the lines handled will be car- 
ried at their office. 





DURABLE TOY, NOVELTY 
CELEBRATES 25th YEAR 


This year the Durable Toy & 
Novelty Corp., 215 Fourth Ave- 
nue, New York City, is celebrat- 
ing its twenty-fifth anniversary 
in business, under the direction 
of H. H. Payson, president of the 
company. Advertising during 
the year will feature the com- 
pany’s silver anniversary. 





UNGER STORE SOLD 
TO LEE C. WALKER 


The hardware store in Meta- 
mora, Mich., formerly operated 
by A. E. Unger was recently 
purchased from the Metamora 
bank by Lee C. Walker, Pin- 
conning, Mich. 
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AIKEN, S. C.: Advise by wire, collect, 
where we can obtain rope ladders for 
Inc. 

ANSWER: Rope Fire Escape Co., 
fire protection.—Holley Hardware Co., 
1628 Market St., Philadelphia, Pa. 


*, © & 


WAXAHACHIE, TEx.: Who makes the 
Handyman pole pulling jack, which is 
used to pull telephone poles out of the 
ground ?—Will Moore Hardware Co. 

ANSWER: Harrah Mfg. Co., Bloom- 
field, Ind. 

* * * 

Ciutier, Iowa: Where can repairs 
for Hopkins & Allen firearms be se- 
cured ?—H. & H. Hardware. 

ANSWER: Marlin Fire Arms Co., 85 
Willow St., New Haven, Conn. 

* *% * 


Rockaway Park, N. Y.: Who makes 
a hand operated tile cutting machine 
which clamps to a bench and _ is 
equipped with a guide?—-J. A. Abra- 
hams. . 

ANSWER: H. Brewer & Co., Tecum- 
seh, Mich.; E. M. Freese & Co., Galion, 
Ohio; and Eagle Iron Works, Des 
Moines, Iowa. 

* % * 

Macoms, Ixu.: Provide name and 
address of tattoo ear markers, used for 
marking stock—J. W. Campbell & 
Son. 

ANSWER: C. H. Dana Co., West 
Lebanon, N. H. 

* * * 

Dover, N. J.: Who makes ice creep- 
ers of the type that fasten to the heel 
by wing screws and extend under the 
foot, being hinged under the instep, 
allowing them to be snapped back out 
of the way.—S. H. Berry Hardware Co. 

ANSWER: QO. A. Norlund Co., Wil- 
liamsport, Pa., and L. A. Sayre Co., 
Newark, N. J. 


&¢ + 


Omana, Nes.: Furnish names of 
manufacturers making paper shredding 
machines suitable for power cutting 
paper in shreds so that it can be used 
for packing fragile merchandise.—Pax- 
ton & Gallagher Co. 

ANSWER: Blomfeldt & Rapp Co., 
108 W. Jefferson St., Chicago, IIl., and 
Gibbs-Brower Co., 261 Broadway, New 
York, N.Y. 


Danbury, Conn.: Who makes or dis- 
tributes a pipe die bearing the name 
Warco?—H. E.: Meeker. 

ANSWER: Geo. W. Warner, 252 
Lafayette St., New York, N. Y. 
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Who 
Makes It 





Questions recently 
answered by the 
Hardware Age Buy- 
ers Catalog Depart- 
ment are reprinted 
for the information 
of other readers. 
The following have 
been selected be- 
eause of their gen- 
eral interest. 


New Hampton, Iowa: Who makes 
a glass cover for an oven casserole 
which is trademarked Savo?—For- 
kenbrock Hardware. 

ANSWER: Savory, Inc., 90 Alabama 
St., Buffalo, N. Y. 


* * * 


Woonsocket, R. I.: Who makes a 
bike sled or snow hawk?—Rivet’s 
Hardware. 

ANSWER: American Golf Co., Bos- 


ton, Mass. 
*% *% *% 


WATERVILLE, Me.: Advise who manu- 
factures Boss hose couplings——Simp- 
son-Harding Co. 

ANSWER: Dixon Valve & Coupling 
Co., Philadelphia, Pa. 


* & 


New York, N. Y.: Who makes Ben- 
nett scrapers?—Biddle Purchasing Co. 

ANSWER: Buffalo Pulley & Casting 
Co., 184 Breckenridge St., Buffalo, 
1 hi 


o* + & 


Papucau, Ky.: What manufacturer 
produces the Effenbee line of dolls?— 
Hart-Lockwood Co. 

ANSWER: Fleischaker & Baum, 45 
E. 17th St., New York, N. Y. 


WAKEFIELD, R. I.: Where can Rolls 
razors be obtained ?—-Wakefield Branch 
Co. 

ANSWER: This is an English prod- 
uct. Distributor for the United States 
is Lee & Schiffer Co., 305 E. 42d St., 
New York, N. Y. 


New Haven, Conn.: Who makes 
glass cases to fit over the horizontal 
bar to fire exit bolts making it impos- 
sible to use the bolt until the glass 
case is broken?—The N. T. Bushnell 
Co. 

ANSWER: Chas. F. Bille & Sons Co. 
39 Bethune St., New York, N. Y. 


* * * 


KALISPELL, Mont.: Advise who man- 
ufactures Ben Hur metal polish— 
John’s Hardware Store. 


ANSWER: Ben Hur Metal Polish 
Co., Crawfordsville, Ind. 


* * * 


Nortu Bercen, N. J.: Who makes 
the Black Hawk hydraulic jack?— 
Haase’s Point Hardware Store. 

ANSWER: Blackhawk Mfg. Co., 
148 Broadway, Milwaukee, Wis. 


* * * 


Fostoria, On10: Where can we se- 
cure rubber glides for chair legs, 
which have an imbedded washer and 
hole so that they may be applied with 
a screw?—The Fruth Hardware Co. 

ANSWER: Elastic Tip Co., 370 At- 
lantic St., Boston, Mass. 

x 2 % 


Linpen, N. J.: Who can supply 
aquarium cement?—K. & A. Hard- 
ware Co., Inc. 

ANSWER: Pioneer Aquarium Co., 
Racine, Wis. 

. * & * 

Huntincton, W. Va.: Who makes a 
tire valve cap which does not have to 
be removed to inflate the tire?—Cav- 
endish-Cyrus Hardware Co. 

ANSWER: A. Schrader’s Sons, 470 
Vanderbilt Ave., Brooklyn, N. Y. 


* * * 


ATTLEBORO, Mass.: Provide names 
of several manufacturers making waste 
cans having swinging, self-closing tops, 
suitable for use inside a building.—W. 
F. Flynn & Son. 

ANSWER: Solar-Sturgis Mfg. Co., 
Melrose Park, Ill.; Bobrick Mfg. Corp., 
215 4th Ave., New York, N..Y., and 
New Delphos Mfg. Co., Delphos, Ohio. 
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HARDWARE AGE 
ADS ERTISING 
SERVICE 


FOR THE HARDWARE AGE 
ADVERTISING SERVICE 


By Samuel Kalp 


HOW TO USE 


The illustrations, layouts and ads supplied with this service are 
especially planned to help every hardware store make its advertising 
more practical and effective by the liberal use of human interest 
illustrations. Copy is always supplied in so far as it is practical for 
use by all of our clients. 





























The description and pricing of the items must necessarily be left to 
the. individual store in most cases. In writing the descriptions to give 
to your printer with the supplied ad layouts keep in mind that brief, 
to the point descriptions are the most effective. The style, size, col- 
ors, unusual features, or special economies effected by the use of the 





ZZ1 item should be given. If greatly reduced, it is sometimes desirable 
to show former as well as reduced price. If any question arises con- 
Uncle John Says: cerning the use of these ads, write us. You'll find us willing to help 


" : ; you sell more hardware at all times. 
Never in his life has he seen 

such bargains as (store name) 
are offering to customers during 


their great February Clearance 
Sale. Everything at about % 
what you are accustomed to pay. 


_—e = a few of the many 
— If you have local stereotyping facilities, request the complete sets 


of mats of all the advertising illustrations of these two pages, in- 
closing your check for $1.25. If you need mounted cuts order them 
by number given under each cut, listing the numbers in a column. 
(List Items Figure the charge of 35c. for each cut when-less than ten cuts are 
With Prices) ordered; when ordering ten cuts or more figure the charge at 30c. 
ces for each cut ordered. Inclose check with order, please—this saves 
bookkeeping of small amounts. Send all orders to 


HARDWARE AGE ADVERTISING SERVICE 
YOUR STORE NAME 239 W. 39th St. New York City 





NOTE—AIl Ads Are Planned 6 Weeks in Advance 
to Give You Ample Time to Order Illustrations 














Hardware Bargains 





Here they-are! Every piece of the best grade of merchandise 
and every item priced to save you money. <A wonderful op- 
portunity to buy your needs for at least %, less than you 
are accustomed to pay for this same quality. 


Bathroom Supplies 
REDUCED! - 


Here’s your chance to add to or 
equip a bathroom at a sensa- 
tionally low figure. Drastic re- 
ductions have been made on all 
bathroom ——. It — pay 
you to come in and see for your- » 5 e 
self. Look at these values! (List Hardware Items With Prices) 


(List Items 
With Prices) 


YOUR STORE NAME YOUR STORE NAME 
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Good Advertising Will Inerease 


HARDWARE AGE 
ADVERTISING 
SERVICE 
FOR THE 





the Pressure on the Selling End 








S-A-L-E 


of Things for the Home 


It’s smart to insist on full value for your money! Thrifty 
Housewives will be thrilled when they see our values through- 
out the store during this great sale for the home. You'll 
find your money will buy here about twice as much as you 
really expected. 


Bridge Sets 
$0.00 


A sensationally low price for these at- 
tractive Bridge Sets. Table is extremely 
well constructed with double braced and 
positive locked folding legs. The chairs 
are one motion folding construction fin- 
ished with rubber tips on each chair. 


26 Pc. Set Silverware 
$0.00 


Here is a set of ...... silver plated ware at 
an unheard of low price—beautifully de- 
signed—any hostess will be proud of this 
set. Set consists of 6 forks, 6 teaspoons, 6 
tablespoons, 1 sugar shell, 1 butter knife in a 
lovely cloth linen case. ZZ5 











(List Additional Items 
With Prices) 


YOUR STORE NAME 














s~ Bird Cage * Stand 


Now $().00 Complete 


Attractive cage and stand in ivory with green 
trim. Easily removable drawer base with de- 
tachable bath in bottom of cage. Size of cage 


_ >? genders in diameter and ...... inches high. 
—_—~ ae ee inches high. A wonderful value 
ZZ6 at this low price. 


YOUR STORE NAME 
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iBuil ders. 
Hardware’ 


Z7 


Your House is as 
good as its Hard- 
ware and it cer- 
tainly pays to put 
good hardware in- 
to your home. At 
(store name) 
you’ll find the best 
in quality at rock- 
bottom prices. 


(List Items q | 


With Prices) 8 


Your Store 
Name 














VALENTINE DAY 
SPECIALS 


If you really want to make her 
happy on Valentine Day—buy 
her a practical gift from (store 
name). You'll find here the 
things people really want at re- 
markably low prices. 


(List Specials 
With Prices) 


YOUR STORE NAMB 
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Suppose Christmas IS Past 
—You Can Keep Toys Moving 


considered strictly Christ- 

mas seasonable specialties. 
On about Thanksgiving Day the 
first Christmas window display 
was installed. The day after 
New Year the yearly inventory 
was taken and all surplus toys 
were packed away in the cellar or 
attic, where a clerk couldn’t get 
them out if he wanted to should 
there be a chance for a sale dur- 
ing the rest of the year. 

Some years ago Mr. Gruener 
found that storing away of sal- 
able merchandise was not good 
policy. It was a changing age 
and toys of one year might be 
out of fashion the next year. 

“Then I worked out a plan for 
a permanent display of toys on 
the second floor. Every article 
that was left over from Christmas 
sales was taken to the second 
floor and arranged in glass cases. 
One article at least of every kind 
is left in sight and others placed 
conveniently for ready sale be- 
neath the counters. I placed 
signs on the street floor directing 
customers to the toy department. 

“Unsold goods are bad for the 
overhead. These ready for sale 
displays were effective. At in- 
tervals during the year special 
sales of particular toys were in- 
cluded in advertising so that the 
public might come to me for toys 
for their children’s or friends’ 
birthdays and other occasions. 
The off season merchandise be- 
gan to move. At first very slow- 
ly, but gradually picking up as 
knowledge of the availability of 
the articles became known. And 
they came back year after year 
and sometimes more often. When 
they wanted toys they came to 


f£ the earlier days toys were 
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Gruener’s, whom they now knew 
kept toys on year around sale.” 

Mr. Gruener stresses the sea- 
sonable article idea in arranging 
his show windows, taking full ad- 
vantage of the services rendered 
by manufacturers to show off his 
merchandise to the best advan- 
tage. During the late fall sea- 
son one is sure to find sports- 
men’s displays and advertising; 
around Thanksgiving season, it is 
cutlery and those electrical goods 
used in preparing a_ bountiful 
dinner. And then the toy display 
opens up. 

“T believe in showing customers 
just exactly what a thing is. In 
advertising it must be done with 
ample, attractive cuts of the arti- 
cles and a brief description 
which will create the desire to 
want it. I do not try to attract 
attention by price cutting, but 


rather by quality giving at a fair 
profit. I know that if my nfer- 
chandise is as represented and 
my store clean and orderly it 
will create confidence and sales. 
I keep my stock in sight. Every- 
thing that a person can carry out 
of the store alone is placed in 
plain sight. 

“Displays are not too over- 
loaded. Too much in one ad- 
vertisement or window confuses. 
I have found that one type of ar- 
ticle draws more attention and 
sales than a conglomeration of 
articles. If it is toys, a window 
of electric trains with one or two 
set up and operating is more ef- 
fective than a window filled with 
numerous toys. If it is fishing 
tackle it should be predominantly 
so. Each window or advertise- 
ment should as far as possible 
tell a separate story.” 



































A Moving Display te Attract Children 


Here is a moving display which can be constructed with a little 


effort. 
keeps the board in motion. 


The oscillating fan, to which fine wire has been attached, 
Of course the fan is concealed by a 


display of merchandise or a banner of some kind. The view illus- 
trated is from the back of the display. 
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Generat Marker News 


OF THE WEEK 








Lull Noted in 
Trade Activity 


New York, Jan. 13.—As is 
customary at this period of the 
year, a lull in hardware activity 
prevails at the present time. The 
demand for winter merchandise 
has tapered off materially and 
spring lines have not, as yet, 
started to move in an active man- 
ner. A moderate volume of 
business is currently being trans- 
acted in staple goods and in some 
seasonal items required for stock 
replenishment purposes. With 
the approach of the spring buy- 
ing season a rather marked im- 
provement in sales appears prob- 
able, as most dealers carried over 
very little spring merchandise 
from last season, and present 
quotations on goods in this classi- 
fication are considered low and 
attractive. Sales of housewares 
continue to be better maintained 
than is the case with most other 
major hardware lines. New and 
improved products have also 
found the trade in a receptive 
mood. 

Conditions are considered 
hopeful in the leading market 
centers, and wholesalers and 
dealers are exhibiting rare forti- 
tude under the stress of adverse 
general business conditions. 
Practical and conservative polli- 
cies have been almost universally 
adopted. New methods to effect 
economies in operating expenses 
have been instituted and many 
believe the foundation has been 
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laid for a_ profitable year. 

Some minor price adjustments 
are being made, but few major 
revisions are being announced 
and the general price trend is 
considered somewhat firmer. 

The credit situation has _ re- 
flected a slight improvement since 
the turn of the year, although col- 
lections may be termed “spotty.” 





Three Chain Store Reports 
Have Been Sent to Senate 


Studies showing the extent of the 
Federal Trade Commission’s chain store 
inquiry, the sources of the chain store 
goods, and the extent to which retail 
chains engage in the wholesale business 
were sent to the Senate by the Federal 
Trade Commission a few days ago. No 
copies of these reports are available in 
printed form at present. Further re- 
ports will be sent to the Senate at a 
later date. The first report completed 
by the Commission, covering coopera- 
tive grocery chains, transmitted last 
June, is now in the course of being 
printed. All of these reports are 
factual studies based on information re- 
ceived as a result of sending out ques- 
tionnaires and do not contain the Com- 
mission’s recommendation or conclu- 
sions. 

Other reports to follow will treat of 
leaders and lost leaders; price policy; 
private brands; shortages; credit and 
delivery service; discounts and allow- 
ances; and costs, profits and margins 
of chain stores. 

The report on sources of chain store 
merchandise, based on returns of 1396 
chains in 1928, with comparative data 
of 555 chains in 1922, reveals that 
wholesalers and sources other than 
manufacturers account for only about 
30 per cent of the combined purchases 
of all the chains. Manufacturers ac- 
counted for approximately 70 per cent; 
wholesalers, brokers and commission 
men, and growers and growers’ organi- 
zations each contributed approximately 


7 per cent of the total supply, with 
wholesalers supplying slightly more 
than brokers, and brokers slightly more 
than growers. 

The significance of these figures 
stated in the summary of this section 
of the report to be “the extent to which 
middlemen are still called upon to fur- 
nish merchandise to chain store organi- 
zations. While the volume purchased 
through wholesalers by all types of 
chain averages only 7.9 per cent of total 
purchases, buying from wholesalers is 
a common practice on the part of chains 
in all lines of business and reaches very 
substantial proportions in many of 
them. 

Summaries of the three reports may 
be obtained by writing to the Federal 
Trade Commission, Washington, D. C. 





Study Reveals Causes 
of Business Failures 


Inefficient business methods and prac- 
tices resulted in more failures than any 
other cause, according to the study of 
612 cases of bankruptcy and other 
business failures in New Jersey during 
1929 and 1930, just made public by 
the Department of Commerce. 

More than half of the concerns 
studied either kept no books at all or 
kept inadequate records, and 39 per 
cent of them never took an inventory, 
the report reveals. Poor credit methods 
were evidenced by excessive losses from 
bad debts. The average open credit 
losses of retailers were eight times as 
great and the average _ installment 
credit losses five times as great, pro- 
portionately, as those of going con- 
cerns. Some of those who failed en- 
gaged in speculation in outside busi- 
ness, and others speculated unwisely in 
carrying on their regular business, ac- 
cording to the study. 

“Causes of Business Failures and 
Bankruptcies of Individuals in New 
Jersey in 1929 and 1930” may be pur- 
chased from the Superintendent of 
Documents, Government Printing Office, 
Washington, D. C., or through any of 
the district offices of the Bureau, lo- 
cated in principal cities. 
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Trends Forecast for 
First Half of 1932 


Among the conclusions drawn by the 
Standard Statistics Company of New 
York in its first-of-the-year review of 
business are the following: 

“Despite the probable termination of 
the price decline in raw materials, fur- 
ther readjustments will be registered in 
the various items comprising the cost 
of living. 

“Faith in the effectiveness of arbitrary 
attempts to arrest the course of defla- 
tion will be replaced by the recognized 
necessity for individual and_ public 
budget balancing. 

“A relative increase in the burden of 
fixed charges will everywhere make it 
necessary to emphasize the price factor 
in making purchases. 

“Real wages will not decline. 

“Under present conditions, export 
business will be of small proportions. 

“We expect a revival in merger ac- 
tivity. 

“The depression has revived careful 
thinking, which should increasingly 
assert itself in industrial planning.” 





Building Total in 1931 
Reflected Marked Decline 


During the year 1931, building in the 
United States reached a total of $4,312,- 
839,019, according to estimated figures 
just released by American Builder and 
Building Age. While this is an enor- 
mous volume of work, it is only a little 
more than half of the average volume 
for the five-year period, 1926 to 1930, 
inclusive, which is probably more 
nearly the normal volume for the build- 
ing industry. 

The estimate for the year 1931 is 
based on actual contracts let during the 
first eleven and a half months of the 
year, as reported by the F. W. Dodge 
Corporation. To these reported figures, 
factors were applied by American 
Builder and Building Age to account 
for building in the eleven western 
states which were not covered by the 
reports, and also for unreported and 
small work of $5,000 and less, includ- 
ing alterations. 

Most of the small, unreported work 
is carried out in the smaller towns and 
rural districts and classified as residen- 
tial building. 

Comparing residential figures for 
1929 with 1931, an interesting and im- 
portant fact relating to the reduced 
cost of building is disclosed. The cost 
of residential construction dropped 
from $4.90 per square foot in 1929, to 
$4.27 per square foot in 1931, a reduc- 
tion of 13 per cent in the unit cost of 
actual contracts let. On a $10,000 
home, this would mean a saving of 
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$1,316. This substantiates the con- 
stantly repeated claims that it is 
cheaper to build now than at any time 
in a number of years. The reduction 
is even more impressive than appears 
at first glance, in view of the fact that 
it has been accomplished in the face of 
a steadily progressing tendency to use 
more expensive equipment in dwellings 
of all types. 





Woolworth, Sears, Sales 
Fell Sharply in December 


The F. W. Woolworth Co. reported 
December sales in all stores of $39,- 
712,933, a decline of 6.17 per cent 
from the $42,323,914 reported for the 
final month of last year. For the 
full year 1931 the company had sales 
of $282,666,349, a decline of 2.99 per 
cent from the 1930 total of $289,286,- 
346. 

Sears, Roebuck & Co. reported for 
their thirteenth four-week period of 
the year ended December 31 sales of 
$33,167,501, against $39,075,133 for the 
comparable period of last year, a de- 
cline of 15.1 per cent. For the full 
year from January 2, 1931, to Decem- 
ber 31 sales were $347,209,054, against 
$390,382,107, or a decline of 11.1 per 


cent. 





Retail Price Is Reduced on 
Roberts Multiple Sprinklers 


The Roberts Brass Mfg. Co., Detroit, 
Mich., has reduced the retail price on 
the sets of multiple lawn sprinklers 
produced by the company, with the 
suggested price to consumers now $2 
per set of three. 





8 Million Washing Machines 
Are Now in Use in U. S. 


Washing machines save American 
women 12,500 years of hard work every 
Monday. “Eight million washers are in 
use in the United States,” says the 
American Washing Machine Manufac- 
turers’ Association in a recent state- 
ment. “If each saves only four hours’ 
labor as compared to old hand meth- 
ods, the weekly time economy reaches 
the startling total of 32,000,000 hours. 
The eight-hour day has not yet arrived 
for the average housewife, but esti- 
mated on that conservative basis, any- 
way, the time saved every week amounts 
to 4,000,000 days. 

“Still further time savings are being 
achieved as more women adopt ad- 
vanced washing methods.” 

Estimating the average housewife’s 
time as worth one dollar an hour, the 
association, which represents more than 
85 per cent of the country’s washer 





production, reveals that home laundry 
equipment reduces her labor bill $32,- 
000,000 every Monday. 


One Million Electric 
Refrigerators Were Sold 
During Year Just Ended 





The goal the electric refrigeration 
industry established for sales in 1931 
has been attained. More than one mil- 
lion refrigerators were sold and sales 
totals reached a new peak, according 
to a recent statement made by J. E. 
Davidson, chairman of the refrigera- 
tion bureau of the National Electric 
Light Association. 

It is estimated that four million of 
the twenty-one million homes in the 
United States now served by electricity 
are equipped with electric refrigera- 
tion. Leaders in the industry declare 
its growth has about reached the same 
stage in its expansion as did the auto- 
mobile industry in 1920. 

In 1929 sales were estimated at 
660,000 units; in 1930, 775,000 units, 
and for 1931, slightly over a million 
units havitig a retail value of $250,- 


000,000. 





Buyers Watch Trend In 
Basic Hardware Commodities 


Buyers for all large industries are 
watching carefully the price trends on 
such basic products as steel, pig iron, 
copper, rubber, oil and hides. Oils 
have had a substantial measure of re- 
covery, but other foundation materials 
are very cheap, and the time is being 
studied when each of them will be at 
its “low” for real buying activity. 

Rubber has been at the lowest figure 
on record, as a result of forced liquida- 
tion, and is having the earnest atten- 
tion of British and Dutch government 
and banking authorities—with an al-_ 
most certain rise to come when the 
temporary pressure is relieved. 

Metal circles report an agreement 
has been reached under which copper 
production in 1932 will be reduced ap- 
proximately 26 per cent, with certain 
modifications in selling arrangements 
to gain the cooperation of copper in- 
terests in Europe and Africa. Recent 
quotations on copper were 7\4c. a lb. 
for domestic and 71c. for foreign ship- 
ments. Some producers believe that 
with the curtailment program and sell- 
ing plans settled the price will soon 
reach 9c. Even at this figure, however. 
it is claimed that few producers can 
make money. 
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SAN FRANCISC 


(By HARDWARP AGE 
San Francisco Correspondent) 


San Francisco, Jan. 12. 


ARLY: reports from hardware 
EL; retailers indicate that a fair 

Christmas business was enjoyed 
by northern California dealers despite 
current conditions and heavy rains 
throughout Christmas week. Hardware 
stores report a goodly volume of sales 
on Christmas tree lamps, wheel goods, 
toys, radios, electrical appliances, cut- 
lery, china and glassware. Final figures 
are not yet available from either whole- 
salers or retailers, but indications are 
that the final checks will show that a 
fair volume of Christmas business was 
transacted that will help to improve 
general conditions. 

The credit situation is said to be im- 
proving slightly in the territory. <A 
large number of accounts having been 
liquidated and put in good shape for 
future transactions. It seems to be the 
general consensus of opinion of whole- 
salers that 1931 has seen a clearing 
away of much dead wood and that busi- 
ness channels are therefore much clear- 
er and better prepared for normal ac- 
tivity during 1932. 


TRADE ACTIVITY 


Allowance must be made for the ef- 
fect of wholesale and retail price de- 
clines in the past year in all compari- 
sons of value of trade activity. Despite 





(By HARDWARE AGE 
Memphis Correspondent) 


Mempuis, Jan. 12. 
BOUT the brightest spot in this 
A report is that portion of it 
which pertains to holiday sales. 
Memphis shoppers and those in other 
towns throughout the adjacent trade 
territory had to face a lot of very rainy 
and otherwise bad weather during the 
last of the Christmas shopping period, 
and as reports go, the dealers in rural 
districts did not have the holiday trade 
they expected. However, reports from 
local retailers do not indicate that 
holiday shoppers were deterred by the 
weather conditions, and do _ indicate 
that a very satisfactory volume of busi- 
ness was transacted. The greatest part 
of it, however, is said to have been 
of the cheaper and medium quality; 
there appears to have been little de- 
mand for high priced gifts. 
From the rural districts, it is re- 
ported that sales ran very light. How- 
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MEMPHIS 


this qualification, it is evident that trade 
in general in the territory was less 
active than it was a year ago and de- 
clined in November as compared with 
October. After allowance for seasonal 
changes, wholesale sales remained at 
the October level, but department store 
sales did not show the usual November 
gain. 

San Francisco wholesale hardware 
net sales declined 15.4 per cent during 
November as compared with October, 
while central California declined 15.6 
per cent during the same period, as 
compared with October. The decrease 
in wholesale hardware sales for the 
first eleven months of 1931 as com- 
pared with the same period of 1930 
was 19.6 per cent while central Cali- 
fornia declined 18.4 per cent during the 
same period. 

Available statistical information in- 
dicates that November business condi- 
tions in the San Francisco area show 
some fields experienced more than sea- 
sonal declines as compared with previ- 
ous months. On the other hand, en- 
couraging gains were seen in some im- 
portant fields. Totals for the first 
eleven months for 1931 compared with 
the totals for the similar period last 
year indicate gains in the construction 
field, also in the number of industrial 
expansions, industrial commercial gas 
sales, water consumers, carlot receipts 
of fruits and vegetables. Liabilities of 





ever, merchants had not prepared for 
the usual holiday trade, due to the 
apparent shortage of cash, and had it 
come, they would have been unpre- 
pared to handle it. 


FUTURE ORDERS 


Jobbers are beginning now to make 
shipment of January orders from 
future file and sales are also begin- 
ning to pick up some. This is creating 
some activity in stock and shipping de- 
partments. 


RAINS A HANDICAP 


The weather is still unusual in that 
it has rained nearly every day for about 
eight weeks. The Mississippi River ap- 
pears to be pretty well harnessed and 
is not expected to give any trouble, 
unless the rains continue indefinitely 
and unless there is more head waters. 
The smaller streams are giving small 
towns and farmers a lot of trouble 


tion; 


Christmas Trade Improves Situa- 


Hopeful Tone Prevails 


commercial failures were substantially 
lower. 


BUILDING OUTLOOK 


A very encouraging sign for the San 
Francisco region is the number of 
major building and construction activi- 
ties now under way or planned for 
1932. Federal projects amounting to 
$38,855,500 head the list, and this is 
backed up by State projects amounting 
to $11,632,000; municipal projects, 
$29,221,651; private projects, $20,255,- 
000 and the two bridge projects at 
$105,000,000, making a total of $204,- 
964,151. 


THE PRICE TREND 


An evidence of firming tendencies is 
shown by jobbers in an advance on 
the base of wire nails to apply to all 
Pacific Coast distributing points. The 
special price on staple sizes of com- 
mon, smooth and finish nails is with- 
drawn, and the new base is $2.50 in 
carload quantities and $2.75 less. than 
carload lots, f.o.b. warehouse. This is 
a virtual advance of 10c. over the 
former base, or 35c. over the former 
temporary price on special staple nails. 

An advance of 10 per cent in out-of- 
stock prices on standard steel pipe has 
been announced by the warehouse 
trade, applying to all Pacific Coast 
distributing centers except Los Angeles. 
On 10-ton lots, a 10 per cent discount 
is allowed from the new schedule. 


City Holiday Trade Satisfactory ; 
Recent Rains Retard Activity 


in sections of Mississippi and Arkansas 
and are reported to have flooded some- 
where from thirty-five to fifty thousand 
acres of farm land, and quite a lot 
of this was covered with cotton that 
was only partially picked. 


FEW PRICE CHANGES 


Prices are little changed since the 
last report, there are some adjustments 
reported from jobbers, and we hear of 
some changes supposed to be effective 
January 1, but these have not taken 
tangible form at this writing. 


COLLECTIONS 


Collections are slow. The continued 
rains have practically kept cotton pick- 
ers out of the fields since early in 
November and most gins are shut 
down. this has practically cut off the 
only income in the cotton section, and 
naturally collections have slowed down 
to a very low point. 
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ATLANTA 


(Atlanta Office of HARDWARE AGE) 
ATLANTA, Jan. 12. 


HE New Year has gotten off to a 
fairly good start with hardware 
jobbers and dealers of this terri- 
tory and even though the volume of 
business moving continues to be low 
in comparison with the more active 
times, many express and_ expect 
marked improvement before the end of 
the year. In summing up business 
conditions of this territory, there is no 
reasonable ground for pessimism for 
Atlanta and the territory of which it is 
the hub, for this year, and from all in- 
dications there are sound reasons for 
the optimistic expectations for increas- 
ing business and improved conditions 
agriculturally and industrially during 
the next twelve months. 


FARM CONDITIONS 


The prosperity of this section is 
based fundamentally on the well being 
of our agricultural sections. Today the 
farmers of the South are in better con- 
dition than they were a year ago and 
in many cases they are faring better 
than other lines of business. 


TRADE ABOVE AVERAGE 


Business through the sixth Federal 
reserve district has been good during 
1931, when compared with the losses 
experienced in other sections. There 
have been no series of distressing bank 
crashes in this immediate section dur- 
ing the past twelve months. So we see 


PITTSBURGH 


(Pittsburgh office of HARDWARE AGE) 
PittspurGH, Jan. 12. 


HILE some buying is reported 
by local hardware jobbers as 
the result of year-end inven- 


tories by retailers, the volume has been 
light and dealers seem to be watching 
their purchases more carefully than 
ever. Rush orders are numerous, and 
as a result jobbers are forced to carry 
rather heavy stocks of active items to be 
prepared to meet all emergency calls. 
With the Christmas trade over, no par- 
ticular lines dominate the situation, 
although some demand for heating ac- 
cessories and similar merchandise has 
developed with each flurry of cold 
weather. Generally speaking sales of 
cold weather items have been particu- 
larly light, because of the unseason- 
able temperatures. 
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no reason why 1932 could be greeted 
with anything but confidence to a rapid 
return to normalcy. Hardware houses, 
as well as all lines of businesses, have 
become reconciled to operation on a 
basis of constructively conservative 
policies and in doing so have laid the 
foundation for a profitable year in 
1932 should there be any rise in- the 
general barometer of trade, and even 
if the volume of business continues to 
be low, many who have thoroughly re- 
organized for “Hardtimes” operation 
will come out of the year well into the 
cheerful side of the ledger. 


CURRENT DEMAND 


Attention is now turned toward ac- 
tivity in agricultural implements, re- 
pairs and tools and a fair volume is 
evidenced from shipments going for- 
ward since Jan. 1. Jobbing salesmen 
now have information on such items 
as freezers, refrigerators, screen goods, 
etc., and report fair progress on book- 
ings for future shipment. A few quo- 
tations are being listed below covering 
items that are moving freely at this 
time: 

Cotton rope—l5c. per lb. and up; 
chilled plow repairs—list, less 40 per 
cent; steel plow blades—list, less 35 
per cent; Lone Star hames—$14.00 
per doz.; Old Beck cotton collars, 
$4.45 per doz.; Lankford Junior cotton 
collars, $6.25 per doz.; Lankford cot- 
ton collars—$9.00 per doz.; Red Edge 
collar pads, 12 in.—$3.35 per doz. base; 








CREDIT SITUATION 


Jobbers had expected the credit situ- 
ation to show some improvement after 
the first of the year, but the showing 
thus far has been disappointing. In 
many of the small communities served 
by Pittsburgh firms, bank closures 
have tied up much money, and until 
some method of relief is forthcoming 
there is little chance for real improve- 
ment. In the city of Pittsburgh the 
situation is slightly better. 


SALES SHOW DROP 


Sales of 10 hardware wholesalers in 
the Pittsburgh district during Novem- 
ber declined 10.4 per cent from the 
preceding month, according to figures 
collected by the Pittsburgh Business 
Review. The decline from November, 
1930, was 35.8 per cent, while in the 


Year Receives Fairly Good Start; 
Agricultural Situation Has Improved 


Cut Back Bands with hooks—No. 0-4 
in.—$2.00 doz.—No. 0-5 in.—$2.50 doz., 
No. 1-4 in., $1.75 doz., No. 1-5 in., 
$2.15 doz.; trace chains, 7-8-2, at 54c. 
pair, 7-8-7 at 77c. pair, 7'4c. pair, 
71%-8-1 at 80c. pair, 8-10-0 at $1.25 
pair; chain repair links, No. 2 at $1.35 
gross; lap links at 60c. doz.; rough 
plow handles, No. 1-4% ft. at $2.70 
doz., No. 1-5 ft. at $2.90 doz.; Georgia 
stock handles No. 1 reg., at $5.25 doz. 
and No. 1 extra heavy at $5.75 doz.; 
26 in. steel singletrees at $4.10 doz.; 
36 in. steel doubletrees at $7.00 doz., 
No. 1-26 in. wood plow singletrees, 
$3.75 doz. and No. 2, 26 in. at $4.00 


doz. 
TOBACCO CROP 


Tobacco, the South’s next big mon- 
eyed crop, will soon be gaining the 
limelight. The South Georgia bright 
leaf tobacco belt has about completed 
planting of seed beds and indications 
are now that the reduction in acreage 
will be at least 50 per cent from last 
year. Surveys’of the territory announced 
recently are not encouraging for even 
a normal acreage. There are two 
strong controlling features, it is stated, 
one being that the disappointing quality 
and corresponding low prices of the 
1931 crop discouraged growers and the 
second reason is that growers at this 
time are not sure that they will be able 
to get the fertilizer and cash needed to 
cure and market the crop. 


Current Volume Is Rather Light; 
Price Changes Are Not Numerous 


first eleven months of 1930 total sales 
dropped 26.9 per cent as compared 
with the corresponding 1930 period. 
November sales of hardware retailers 
made an even poorer showing, reflect- 
ing a loss of 23.3 per cent from the 
preceding month, and 29 per cent from 
the corresponding month in the pre- 
ceding year. The 11 month total for 
1931 was 20.7 per cent under the first 
11 months of 1930. 


PRICE CHANGES 


Price changes during the week have 
not been numerous. New quotations 
on the Disston line of saws have been 
issued, but the leading items are un- 
changed, with minor readjustments on 
a few special numbers. The new price 
schedule on shovels is now in full ef- 
fect, with some advances in price. Old 
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stocks have been generally cleaned up. 
Sisal rope has been reduced slightly, 
with the 34 in. and larger now quoted 
at llc. a lb. Turpentine is unchanged 
at 48c. a gal in barrel lots, and lin- 
seed oil at 8.25c. per lb. in barrel lots. 
White lead has been reduced to 12c. 
a lb. after having remained at 13.25c. 
for several months. 


STEEL INDUSTRY 


The steel industry has gained some- 
what over minimum December levels, 


TWIN CITIES 


(Minneapolis office of HARDWARE AGE) 

MINNEAPOLIS, Jan. 12. 
AST week the first snow of the 
winter of any consequence 
struck the Twin Cities area, and 
resulted in employment for some hun- 
dreds of men for clearing snow from 
the streets of the cities. The imme- 
diate demand for snow shovels, snow 
pushers and sidewalk scrapers came as 
a welcome factor in the hardware trade, 
as stocks apparently were destined to 
be carried over to another year. How- 
ever, with the present conditions, deal- 
ers are placing re-orders, and jobbers’ 

stocks are moving out nicely. 


WINTER SPORTS GOODS 


The snow and cooler weather has 
also offered an opportunity for sleds, 
toboggans, skiis and the ust of the 
Christmas skates. In fact, the market 
is much improved in many ways by the 
more seasonable weather. 


ATTITUDE AND OUTLOOK 


The general attitude of the trade is 


CINCINNATI 


(Cincinnati office of HARDWARE AGE) 
Cincinnati, Jan. 12. 
HE customary post-holiday lull 
has settled over the district hard- 
ware market. The first part of 
January has reflected the usual seasonal 
reactions to inventories and preparation 
of unusual reports. Of course, any 
comparison of the past two weeks’ bus- 
iness with the preceding two weeks 
would fail to indicate the real condi- 
tion of the market. Comparison with 
January of last year indicates that de- 
mand is about on par with a year ago. 


WEATHER AN OBSTACLE 

Continued mild weather has retarded 
interest in winter goods. In fact, there 
has been little in weather conditions to 
urge consumers to enter the market. 
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but ingot operation in the Pittsburgh 


district is still under 25 per cent, with . 


further improvement coming very slow- 
ly. Backlogs accumulated during De- 
cember for January shipment were 
much lighter than usual, and mills en- 
tered the new year with scarcely any 
tonnage on their books. An exception 
might be mentioned in the case of mer- 
chant wire products, on which some 
tonnage was brought in during Decem- 
ber prior to a price advance. No buy- 
ing by the railroads is reported, and 





one of encouragement engendered 
partly, doubtless, by the very fair 


Christmas business in all lines. The 
outlook for the year is good, and with 
the generous amount of moisture over 
the entire area, the prospects for bet- 
ter business are greatly improved. 
However, it is still too early to judge 
just what the season will bring forth. 
A good cross-section of the opinion of 
the dealers over the northwest will be 
gained at the state hardware convention 
to be held here the latter part of the 
month. 


PRICE INFORMATION 


Inquiry of the local jobbers as to 
price changes brings the answer that 
they have not yet turned to this phase 
of the business for the year. It is too 
soon after the annual inventory, and the 
annual sales meetings to have covered 
the work of adjusting prices. Prices 
quoted in this letter two weeks ago on 
nails and wire took into consideration 





Accordingly, movement of cold weather 
merchanise has been noticeably slow. 
Shelf goods are holding to a fair de- 
mand, although jobbers indicate busi- 
ness in these items could be more satis- 
factory. 


PRICES ARE STEADY 


Prices, generally, show no changes. 
Jobbers are adhering to price schedules 
and refuse to offer any inducements to 
stimulate business. 


RETAIL VOLUME 


Among retailers, business volume 
has settled back to the pre-holiday 
sluggishness. They, however, are en- 
joying as good a demand as retailers 
in other lines. Store stocks are being 
held to a minimum. Dealers are not 


the requirements of the automobile in- 
dustry are no higher than they were 
during December. 


OTHER INDUSTRIES 

The glass business is also in a very 
depressed state, but production has 
picked up a little in the last week or 
two. Business from the building in- 
dustry is exceptionally light, but some 
makers believe that wage readjust- 
ments in the building trades will serve 
to stimulate activity in the near future. 


Snow Goods Enjoy Active Demand; 
Outlook Is 


Considered Promising 


the freight rate surtax which went into 
effect on January 4. There will doubt- 
less be other price changes, as the job- 
bers get squared away for the spring 
business, and these will be covered in 
subsequent letters. Heavy items of 
hardware will be affected the most by 
changes in freight rates, and will prob- 
ably suffer an advance in price, in 
proportion to the rise in cost of trans- 
portation. 


COLLECTIONS 


Collections continue rather slow and 
probably will be until the spring selling 
of live stock and hogs in the districts 
devoted to the marketing of this class 
of farm products. In the dairying sec- 
tions conditions are much easier with 
the monthly cream check to rely upon. 
Seed potatoes for the Southern States 
will soon be on the way from Minnesota 
and the Red River Valley country, 
which will produce revenue of consid- 
erable proportions. 


Demand on Par with Year Ago; 
Prices Show Steady Tendency 


anticipating demand beyond current 
trends and are buying only sufficient to 
meet present buyers’ demand. 


LOCAL INDUSTRIES 

Pig iron is in a sluggish market. 
Current orders have been sustained 
near the 1000 ton level, but consumer 
interest in future requirements is 
lacking. 

No change has been noted in the ma- 
chine industry. Some interest in light 
lathes and cutter grinders increased 
hopes of manufacturers early in Decem- 
ber, but this has declined in the past 
two weeks. Heavy tools are without 
appreciable demand. 

Fresh bookings of district sheet mills 
have been fairly well sustained at 
slightly less than 40 per cent of capac- 
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ity output. Automotive demand has 
been small but regular. Orders from 
manufacturers of electric refrigerators 
have been at good rate throughout the 
winter months. 

Employment has decreased slightly. 
Manufacturing employment has shown 
no gain in the past two weeks and con- 


LOSTON 


(Boston Office of HARDWARE AGE) 
Boston, Jan. 12. 


f HE new year is starting off with 
business rather quiet. Nobody 
expects business to be good right 

now, however, because wholesale houses 

in general as well as many retail firms 
are still engaged in the task of inven- 
tory, and state income tax returns. It 
is believed that before the end of this 
month things will be very much bet- 
ter. Retail stocks of seasonable mer- 
chandise are badly broken, and the 
average merchant has very little spring 
stock on hand, consequently wholesale 
houses figure business will improve. 

No buying boom is anticipated, how- 

ever, as the rank and file of retail 

dealers in all probability will continue 
to purchase conservatively. 


ACTIVE MERCHANDISE 


Current shipments from wholesale 
stocks are very largely of small and 
seasonable items. In view of the buy- 
ing late in 1931, demand for stove pipe 
and other stove accessories as well as 
furnace accessories, ash barrels, etc., 
is quite encouraging. An exceptionally 
good demand prevails for hack saw 
frames and other articles used in metal 
working shops. Items made in home 
construction were also in somewhat bet- 


CHICAGO 


(Chicago office of HARDWARE AGE) 
Cuicaco, Jan. 12. 


EW have expected that the 
Pm: of a changing year-date 

would alter the course of events, 
and the daily affairs of a troubled bus- 
iness world are still about as the old 
year left them. But troubles are al- 
ways interesting and always challeng- 
ing, and men’s minds cannot go stale 
under the impact of fast recurring 
problems. Business men whose firms, 
large or small, have safely withstood 
the storms of 1930 and the tempests of 
1931 have the right to enter the new 
year with pride, and with the confi- 
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seasonal decline. 


struction employment is in the usual 
Local relief agencies 
continue their strenuous efforts. 

The scrap market is dull. Movement 
of old materials on contract has been 
slow as a result of restrictions by lead- 
ing users. New business has been small 
as the result of “bargain” seekers. 





ter demand than has been noted in 
some time. 


BUSINESS OUTLOOK 


The business outlook is still be- 
clouded with disquieting factors, but 
taken as a whole there are many en- 
couraging developments each week, de- 
velopments which have an_ indirect 
bearing on the hardware trade, but 
sure indications that more and more 
people are securing work, or working 
on longer schedules. 


BANKING SITUATION 


Although it is less hectic than dur- 
ing the last half of December, the 
banking situation is still quite serious. 
Many retail hardware dealers claim 
they and some of their most active cus- 
tomers have money tied up in closed 
banking institutions, with little indica- 
tion that such funds will become liquid 
for many months. ‘Quite a few retail 
hardware dealers, who issued checks, 
have received them back with notations 
that the bank is closed, which means 
they will have to find money some- 
where to square these unhonored 
checks. 

That the standing of Boston banks 
is questioned outside New England is 
attested by the fact that in at least one 
large municipality in New York State, 





New Products 


dence born of really motable achieve- 
ment. They know that the weaker 
ideas and ideals, and the weaker men, 
the irresponsible adventurer and the 
unfit of the business world, have passed 
along. The able man of vision faces 
his greatest opportunity while the foun- 
dations for the successes and the for- 
tunes of the future are being laid under 
the stresses of today. 


NEW GOODS—METHODS 


We are reminded by a leading execu- 
tive that there should be no question as 
to the ultimate future of American in- 
dustry in any thinking man’s mind. 





Thus current price schedules are with. 
out test. 

Business in coke has sagged. A few 
contracts for foundry coke were placed 
in December, but no general movement 
to cover has materialized. Shipments 
on contract have been at fair rate for 
the past four weeks. 


Year Receives Quiet Start; 
Nail and Staple Prices Advance 


banks will not cash checks on any Bos- 
ton bank, until after same has been 
cleared. Lowell, which mailed checks 
to hardwdre dealers and other mer- 
chants on the Lowell Trust Co. just 
before that institution closed, has sold 
bonds thus providing funds to pay just 
claims. There is a strong possibility 
of the largest closed Boston banks and 
its many branches reopening within 
a month. If it does reopen it will re. 
lieve the banking situation materially. 


PRICE CHANGES 


Price changes since Jan. 1 have not 
materialized in anywhere near the 
volume generally anticipated. Of the 
changes made the past week those on 
factory shipments of wire nails and 
poultry staples are the most important, 
which statement shows better than any- 
thing else the comparative steadiness of 
values. 

On factory shipments, wire nails in 
mixed carlots are 5c. higher at $2.05 
a keg, base, and in less than carlots, 
10c. higher at $2.35. Wire nails from 
wholesale stocks are unchanged at $2.90 
a keg, base. Poultry netting staples 
in carlots are 5c. higher at $4 a cwt., 
and in less than carlots, 10c. higher at 
$4.30. New price lists have been 
issued on the Millers Falls line, which 
show small advances and declines. 


Foundations for Successes Being Laid; 


Offer 


Opportunities 


What 1932 holds for hardware and 
metals or allied lines is impossible to 
predict definitely, but it seems probable 
that the development of new and im- 


‘proved products holds the greatest op- 


portunity for increased business. It is 
in periods such as this that industry’s 
investment in research and develop- 
ment engineering pays its greatest divi- 
dends. Hundreds of manufacturers are 
endeavoring to improve the old line or 
bring out a needed new one to offset 
declining sales. The producer or 
seller who has new and better goods 
and methods will get most of the busi- 
ness of 1932. 


HARDWARE AGE 




















- ee Lhe aa es — a | 
_ THE ONLY SHOT THAT COUNTS IS THE SHOT 








IT WILL PAY 


YOU TO USE 


THIS SALES TALK 


HENEVER you or your salesmen make the 

customer say to himself: “That fellow 
knows his business,” you are selling goods. You 
are helping the immediate sale,and you are estab- 
lishing good will that will make future sales. 

Always remember this and you'll never get 
the idea, that sales talk won’t help in selling 
Remington ammunition. Good sales talk always 
helps. 

There are many interesting things to say about 
Remington ammunition, but in this letter | am 
going to tell you only about the Remington 
humidifier. It’s a jaw-breaking word, but you 
will see that it is built from the word, “humid,” 
that means, “damp.” It is something that makes 
things damp. 

The Remington humidifier is a tightly sealed 
chamber into which steam is introduced and 
controlled in such a way that the amount of 
moisture and the temperature can be maintained 
at the degree desired for any length of time. 
It can be made so damp and so hot that when 


shotgun shells or metallic cartridges are kept 
there for a few weeks it is equivalent to storing 
them for months or years in the dampest and 
hottest parts of the world. 

All Remington ammunition must be able to 
pass rigid tests in the humidifier to prove that 
the wet-proofing of shotgun shells is effective, 
and that the Kleanbore primers in both shells 
and metallics will not deteriorate. Competitor’s 
ammunition is also tested in order to make 
sure that Remington’s claim to the most stable 
ammunition in the world is always correct. 

lt may surprise your customers that you 
should know of this unusual feature of Reming- 
ton’s manufacturing methods. But it will in- 
crease their respect for your knowledge and it 
will interest everyone who uses ammunition. 
Tell the story of the Remington humidifier 
whenever you get the chance. 


President 


REMINGTON ARMS COMPANY, Inc. 


Originators of Kleanbore Ammunition 


25 Broadway, New York City 


Telephone, Digby 4-2300 


Manufacturers of Arms, Ammunition and Cutlery 


© 1932 R. A. Co. 





The Greatest Value Ever Offered—The Remington Standard American 
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Dollar Pocket Knife 
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LIQUIDATION URGED 


It is well to consider again the price 
indexes, which show at the end of 193] 
a drop in general wholesale values in 
the United States, to an average of 
68.4, compared with 82.6 in 1930, and 
with 100 in 1926. One of the most 
significant features of the decline has 
been that raw materials went down far 
more than wholesale prices, just as 
wholesale prices themselves went much 
further in liquidating than retail 
values have gone. The declines in cot- 
ton, copper, rubber, wheat and other 
basic commodities ‘have been much 
sharper than the change in the general 
wholesale level. One result of this 
has been an unbalancing of the pro- 
duction and distribution of goods, with 
the consequent aggravating of unem- 
ployment. 

The only remedy, immediate or 
eventual, is the completion of all 
liquidation, and most especially the 
marking down of retail prices to the 
consumer on goods which are still near 
their 1929 levels. Every day the trend 
of demand is growing stronger toward 
the low price, serviceable goods. 


EW 


New York, Jan. 12. 

USINESS in the metropolitan 

hardware market continues tu 

reflect the usual between-sea- 
sons slump in the demand, according 
to leading wholesalers of hardware and 
housefurnishings. Stock replenishment 
business is responsible for most of the 
present activity and the usual shipment 
embraces small lots of a miscellaneous 
assortment of merchandise. As com- 
pared with a year ago, jobbers say that 
current sales reflect a noticeable de- 
cline. This they attribute to depreci 
ated values, unseasonable weather and 
a less satisfactory general business sit- 
uation. Most wholesale firms are just 
completing their inventories, and, due 
to the almost general custom of allow- 
ing stocks to dwindle during this 
period, some temporary shortages de- 
veloped in certain active lines. Several 
jobbers are preparing exhibits for the 
convention and exhibition of the New 
York State Retail Hardware Associa- 
tion, which will be held in Madison 
Square Garden Feb. 2 to 5 inclusive. 
Others are holding sales meetings dur- 
ing the current week. Plans for the 
coming spring season will be discussed, 
and a drive for future orders will fol- 
low the meetings. 


SPRING LINES 
Early interest in spring lines has, in 
some instances, been better than whole- 
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The relatively good showings for 
1931 of the great mail order and chain 
sellers have undoubtedly been largely 
due to their close following of de- 
creased merchandise costs with marked- 
down pricings. 

Buying is being done every day by 
the millions of American consumers, 
but it is being done where values are 
marked down to irresistibly attractive 
figures, whether in mail order, chain 
or department store, or in the store of 
the hustling hardware man. 


NEWS NOTES 


Incandescent lamp sales in 1931 are 
reported to have reached a new high 
record total in the United States, of 
557,400,000 for both large and minia- 
ture lamps. The quantity included 
349,450,000 large lamps with metal 
filaments, a new high record, and 203,- 
100,000 miniature lamps with metal 
filaments. There was a decided drop 
in the sale of carbon-filament lamps, 
which accounted for less than 1 per 
cent of the total. A number of new 
types of lamps were offered during the 
year, among them a combined mercury- 








vapor and incandescent lamp unit for 
use in a windowless factory; new types 
of neon glow lamps for advertising; 
and ultra-violet lamps so designed as 
to permit their safe, continuous use 
without transformers on normal light- 
ing circuits. 

Another interesting novelty of recent 
offering is a hand paint sprayer to 
retail at $1.25, and operated by the 
air-pressure from any inflated automo- 
bile casing, so that marred fenders 
may be conveniently sprayed by the 
pressure from the near-by tire. 

White lead prices have declined 114 
cents per lb. Jobbers are now taking 
advance orderg with delivery at the 
dealer’s option, allowing spring dating. 
The new price will be guaranteed 
against decline by the manufacturers 
until June 30. 

Orders are coming in with more con- 
fidence from retailers, on such spring 
lines as poultry netting and screen 
cloth. The prices announced in No- 
vember by all the mills are being firmly 
held by both manufacturers and job- 
bers, and are considered quite low 
enough to carry through the season. 


ORK Demand Is Somewhat-Restricted ; 
Spring Lines Arouse Interest 


salers anticipated. One jobber who has 
made an early bid for future lawn 
mower business reports finding retail- 
ers in a receptive mood, and his initial 
order of mowers from the manufac- 
turer has already been sold on advance 
booking. A fair volume of future busi- 
ness has also been booked in screen 
cloth, poultry netting, fertilizer and 
lawn and garden tools. During the next 
thirty days a marked improvement is 
expected in future business, as it is 
believed that very little spring mer- 
chandise was carried over by dealers 
from last season. 


NOV. WHOLESALE SALES 

The review of business and credit 
conditions, issued on Jan. 1 by the New 
York Federal Reserve Bank, which re- 
ports the November sales of whole- 
salers in the Second Federal Reserve 
District, reveals that the dollar volume 
of November sales of reporting whole- 
sale dealers averaged 1814 per cent 
less than in 1930. This was a some- 
what smaller decline than that regis- 
tered during the three previous months. 
The percentage change in net sales of 
hardware when November is compared 
with the preceding month discloses a 
decline of 15.9 per cent. Stocks by 
the same comparison show a decline of 
5.7 per cent. Net sales in November, 
1931, as compared with the same month 
of 1930, show a decline of 19.5 per 


cent. Stocks, by the same comparison, 
were 14.1 lighter. The per cent of ac- 
counts outstanding Oct. 31 and col- 
lected in November, 1930, was 44.6 per 
cent, and in 1931, 43.2 per cent. 


SALE ITEMS ACTIVE 


Merchandise for January clearance 
sales and similar events is in fairly 
active demand. Many dealers have ap- 
parently discovered that the public is 
seeking genuine bargains at the pres- 
ent time, and that the use of carefully 
chosen “leaders” will attract many cus- 
tomers to their stores. Among the lines 
in good demand for sale purposes are 
kitchen utensils, wash tubs, pails, coal 
hods, wash boards, clothes baskets, 
glass ovenware, mixing bowl, cereal 
sets, garbage pails, ash can trucks, fur- 
nace scoops, ash sifters, carpet sweep- 
ers, home dry cleaning outfits and fur- 
nace clocks. 


PRICE SITUATION 


No important price revisions became 
effective during the past week and no 
major changes appear likely in the 
near future. As a rule, there is a very 
decided tendency upon the part of both 
manufacturers and jobbers to maintain 
prices on a profitable basis. As a con- 
sequence, established figures are hold- 
ing much better than was the case sixty 
days ago. 
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Cash In on Winter Sports 


(Continued from page 37) 


price basis, with chain stores and 
similar outlets. 

Dealers who have been most 
successful in building up a sub- 
stantial volume of business in 
skating outfits advocate handling 
well-known skates of domestic 
manufacture. In following this 
policy they point out that public 
acceptance, which is an impor- 
tant factor, is already in their 
favor. Certain styles of outfits 
have also been found to ofler a 
better sale some territories 
than in other 
dealer may well determine this 
local preference before laying in 
his skate stock. Experience has 
further shown the advisability of 
carrying two grades of skating 
outfits. In such instances a rec- 
ognized quality brand serves as 
the profit line, while an inexpen- 
sive line enables the dealer to 
meet price competition on similar 
merchandise. On the latter type 
of outfits, the margin is less than 
on the quality line, although a 
very satisfactory profit can be 
obtained. 


in 
sections, and the 


Frequently dealers who are ac- 
tively going after the skate busi- 
ness do a very commendable job 
in every particular except one. 
These ‘merchants have not re- 
alized the necessity for making 
suitable provision for fitting 
skate buyers. It must be kept in 
mind that children, and men and 
women of all ages, are prospects. 
Under such circumstances it is 
easy to visualize the mental re- 
action of a skate prospect when 
the salesman requests he or she 
to sit on a nail keg or some like 
make-shift while skates are being 
fitted. Similar facilities to those 
in general use in all shoe stores 
can be provided at moderate ex- 
pense and are well worthwhile. 
This idea as used by a large De- 
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troit hardware store is shown by 
the accompanying illustration. 
Smaller stores can readily adapt 
the same principles to their indi- 
vidual needs. 

Almost needless to say, attrac- 
tive window and interior displays 
to feature the line during the 
skating season are highly essen- 
tial. Newspaper advertisements, 
especially in skating weather, can 
also be used with telling effect. 
These should preferably contain 
illustrations of the popular types 
of skate outfits; include a concise 
description of the outfits pic- 
tured; set forth prices, and call 
attention to the fact that skating 
weather prevails. Some stores 
make it a practice to fly the fa- 
miliar red ball flag which in- 
forms skaters that the ice awaits. 
In the smaller towns, particular- 
ly, skaters learn to keep an eye 
open for the red ball flag being 
flown from the store’s flagpole. 
This keeps them constantly re- 
minded of the establishment’s 
ability to equip them with new 
skates. Other stores use bulletin 
boards placed in a conspicuous 
location near their skate depart- 
ments, which advise skaters re- 
garding the condition of the ice 
and enumerate the choice skating 
spots in the vicinity. 





Turn to page 40 
and see the sugges- 
ted window dis- 
play, arranged to 
sell more winter 
sport equipment. 
Also find there sug- 
gestion for creat- 
ing more local 
interest in winter 
sport activity. 
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Buy From 
Your Jobber 


Klein Pliers—standard with 
master workmen everywhere—are 
backed with the Klein reputation 
of the finest tools that you can 
buy, regardless of price. Klein 
Pliers are made in a wide variety 
of styles to meet every need of 
the skilled workman. It will pay 
you to carry Kleins in stock. 

Check up now and order your 


supply from your jobber. A 


Klein Pliers have been the stand- 
ard in public utilities and with 
master workmen “‘since 1857.”’’ 


Mathias & Sons 
Chicago HUSA 
3200 BELMONT AVE., CHICAGO 
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Here Is the Hotel 


nearest to the Merchandise Mart and the 
wholesale district . . . on La Salle Street, 
the financial center . . . in the theatre 
district, two blocks from the new Opera 
House . . . and close to the State Street 
Stores. 


Large, light rooms . . . super-comfort beds 

. soft water for your bath .. . silent 
mail signals in each room . . . four distinc- 
tive dining rooms . . . nationally known for 
Good Food. Write for booklet with down- 
town map. 


Rooms with bath, $3.50, $4.00, $4.50, 
$5.00 and $6.00. 
Rooms without bath, $2.50. 








BISMARCK 


HOTEL CHICAGO 
RANDOLPH AT LASALLE 








Speed Up 
the 
Wheels of 


Industry 


Write to your jobber 
today for any of the 
merchandise adver- 
tised in these pages. 
Don’t wait for the job- 
ber’s salesman. You 


may forget. 























Marvin’s Store Meeting 


(Continued from page 31) 


before the meeting, I will con- 
sider a motion to adjourn. I 
will call the committee meeting 
as soon as I can find out what 
time will be most convenient to 
all. Meanwhile we will start the 
year right by having our lunch 
over at Hardy’s restaurant. It’s 
probably ready, right now.” 
“That definite goal appeals to 
me,” Van said in a low tone, as 
the party was about to break up. 
“IT have one myself; can you 
guess what itis?” “I’m not good 
at riddles,” May replied roguish- 
ly. Then her mood suddenly 
changed, and she went on sober- 
ly. “A definite goal requires a 
program, Van—in your case a 
program of saving and a budget 


of expenses. It may mean more 
study in the evenings, and fewer 
visits to the pool hall and the pic- 
ture shows. But I’m not going to 
lecture. You see I have a goal 
also. It’s a little cottage with 
flowers and a lawn, and some one 
coming home happy when the 
day’s work is over.” 

“Why, that’s my own goal,” 
Van whispered tenderly. “Was 
your some one me?” “Perhaps,” 
said May, as she slipped her arm 
through his. “Anyhow, dear, it 
depends a lot on the program.” 

“T’ll start a savings account to- 
morrow,” said Van quietly—then 
after a moment’s silence, “I 
bought a book on window trim- 
ming today.” 





How Franeis Bros. Built a Year 


Around Toy Trade 


*¢ A NUMBER of years ago we 
A started featuring toys for 

Christmas only, but have 
now worked up to a year around 
toy department, featuring toys of 


every kind and description from 
five cents to twenty-five dollars,” 


| said Carl B. Sawyer, Francis 
| Bros., Hardware, Reading, Mass., 


speaking of the company’s toy de- 
partment. “We, of course, in- 
crease the toy department at 
Christmas time and particularly 
endeavor to make it include all 
the new items as well as the stand- 
ard ones. The store also does a 
large business in Easter toys. 
“Although we advertise in the 
local newspapers we find our best 
results come from a real attrac- 
tive window and direct mail.” 
The store uses a jobber’s Christ- 
mas toy catalog, sending one to 
each name on its mailing list. Of 
the catalog Mr. Sawyer said: 


“This brought us immediate re- 
sults, as a number called up to 
have some items reserved for 
them and others have spoken to 
us about receiving the booklet, 
many asking for another copy, as 
there was-a fight on among the 
several children in the family for 
possession. 

“Doll lines, which are given 
great attention, range in price 
from ten cents up. Doll houses 
and accessories of all kinds are 
handled and one entire table is 
devoted to that section. 


The Parker Tavern 


“Last year being Massachusetts 
tercentenary, the local celebra- 
tion was centered around the 
‘Old Parker Tavern,’ a model of 
which we made out of old boxes 
and wallboard and showed it in 
our window during June for the 
week of our town’s celebration. 
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We conceived the idea of using it 
also in our Christmas window, de- 
picting Christmas about 1765. 
Each room in the house had its 
proper Colonial furniture, with 
lights of wall bracket candle type. 
Small Christmas tree lights were 
used to represent the flames in 
the fireplaces. Red light was also 
used among the logs. 

How the Window Was 

Made 

“Tt was designed to be a night 
scene, the stage coach having just 
left four passengers, who are be- 
ing welcomed in the doorway by 
the hostess with a candle in 
her hand. The guests are dolls, 
dressed by the store force to rep- 
resent costumes of that period. 
The man of the party has stopped 
to wave good-bye to the others 
as the coach disappears out of 
sight. 

“For the large chimney, steel 
wool was used to portray smoke. 
The smoke was held upright by 
wire and a light bulb in the chim- 
ney flashing on and off repre- 
sented reflection from the fire- 
place. The moon shows among 
the trees, which are live spruce 
branches set in pans of water. 


Cotton batting was used for snow, 
except in the road in front of the 
stone wall. Flour was used to 
dust the trees, old rail fence and 
road. Shellac made the ‘snow’ 
stick to the wooden material. 

“Another display used to ad- 
vantage in the sale of snow shov- 
els, etc., shows a snow man, with 
eyes made of red bulbs. The eyes 
were made to flash on and off. 
All decorations used in the win- 
dows of the store for such lines 
are made by the staff of the store, 
using old crates, boxes, etc. 

“Here is an Easter window 
which was effectively used during 
that season in the sale of toys 
and Easter merchandise. A Patsy 
doll is shown driving Easter bun- 
nies from an entrance way to a 
Colonial house. The floor of the 
window was covered with Easter 
grass with imitation wisteria 
blossoms. The miniature slide is 
shown with dolls climbing it and 
sliding down. The whole made an 
attractive window which sold for 
us many Easter toys and baskets.” 

The Francis store has made at- 
tractive window displays pay in 
the sale of toys of all types and 
prices. 


This is the window display of Francis Bros. Hacdware, Reading, 
Pa., depicting the Old Parker Tavern, which figures prominently 


in a local historical celebration. 


The fidelity with which this j. 


model is made is a credit to the builders who constructed it from 
old boxes and wall board 





JANUARY 14, 1932 


















HERE 
ARE THE 
BLADES 
YOU 
SELL FAST 


If you are not now car- 
rying SIMONDS Hack Saw 
Blades you are passing up a 
profitable, fast selling item. 
These are the well known 
and extensively used hack 
saws with the RED END. 


SIMONDS 


The Tungsten Steel 


Poputar Hack Saws 
Trade Marked in Red 


The , tools which me- 
chanics prefer above all 
others. High tungsten 
steel with perfect, wear- 
resisting teeth make 
Red End hack saws the 
quality blades you 
should sell. 





Your Jobber Can Sup- 
ply You 
SIMONDS 
Saw and Steel Co. 


“The Saw Makers” 
Established 1832 


Fitchburg, Mass. 


EES OR ST 
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—sharpen 
lawn mowers 
with this automatic machine 


ANY hardware stores are making good money 
sharpening lawn mowers with the Foley Elec- 

““™ trakeen System. It brings in handsome profits 
during dull hours, without extra help. It also brings 
many extra customers into your store who buy garden 
hose, tools, seeds, screens and paint. 
Now is the time to find out about 
this new perfected Foley System 
and get ready for the big sea- 
sonal business in this line which 
will start soon. 









=3'-— 


The Foley Electrakeen 


Lawn Mower Sharpener 


does a perfect job sharpening ALL hand or power lawn 
mowers automatically. Uses the same precision method 
as lawn mower factories. No grinding wheels or intri- 
cate adjustments. Simply put the mower in the machine 
and turn on the power. It sharpens ALL blades and 
the cutter bar in one operation—perfect alignment, per- 
fect cutting. 


99c. MARGIN OUT OF EVERY DOLLAR you take 
in—and you get $1.00 to $1.50 per job. No money tied 
up in merchandise stocks. The Foley Electrakeen Lawn 
Mower Sharpener is low priced, and will last for years. 
Sturdily constructed. Will pay for itself in a few weeks. 
Last season the Montview Radio Service sharpened 116 
the first week. The Foley Free Plan will help you build 
up a fine business. 


Mail Coupon for Information 


FOLEY MANUFACTURING CO., 

1101 Foley Bidg., 11 Main St., N. E. 

Minneapolis, Minn. 
Please send me complete information about the Foley 
Electrakeen Lawn Mower Sharpener. 





Name 


Also send information on the Foley Automatic Saw 
Filer 
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The KitchenKraft 
Combination Slicer 


The KitchenKraft combina- 
tion slicer, made by Household 
Utilities Mfg. Corp., 1265 
Broadway, New York City, is 
for uniformly slicing of bread, 
roast meats, bacon, cheese, 
pineapples, etc. It is con- 
structed of specially treated, 
highest quality stainless steel, 
says the maker. This slicer is equipped with a device to regu- 
late desired slice thickness and is mounted on an attractive 
hardwood base, which serves .as a guard when not in use. 
It is clamped to table or cabinet by patented clamp. Slicer 
requires cabinet space of but 34% by 11% in. 








Evr’Redy Bottle Opener and Cork Screw 


The Knape & Vogt Mfg. Co., Grand Rapids, Mich., makes 
the Evr’Redy combination bottle opener and cork puller. 
It measures 51% in. high by 134 in. wide and is complete with 
two screws. Combination is made of cold rolled steel, fin- 
ished in rust-proof silvery cadmium plating. Bottle opener 
is positive in action, while cork pulling device eliminates the 





need for jerking the cork from the bottle, as cork removes 
itself as bottle is turned. List price is 35 cents each. Dis- 
play card, illustrated, is made of strong compo board with 
easel back. Size is 12 in. by 9 in. high. 


Porter’s Compact 
Cutter 

This is the Com- 
pact Cutter made by 
H. K. Porter, Inc., 
Everett, Mass., for 
cutting of heavy bolts 
and rods, split nuts, 
etc> Small size makes 
it ideal for tool kit 
or work bench. It 
measures but 71% in. 
in length, but is said 
to easily cut bolts up 
to 3% in. the tread, 
round stock up to 
5/16 in. in diameter, 
wedges off nuts up to 
5/16 in. and in the 
end model splits bolts 
up to 11/16 in. in diameter. Cutter consists of a cutting head 
with the jaws operated by a power screw turned with an ordi- 
nary ¥-in. ratchet wrench. It reaches into corners, channels, 
etc., and can be operated in limited space. List price is $6.50. 
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GTD No. 1065 


Tool Chest 
This GTD tool 
chest, No. 1065, 


made by Greenfield 
Tap & Die Corp., 
Greenfield, Mass., 
lists at $5 each. 
Dealer cost is $3 
each, in lots of 6. 
Chest, which meas- 
ures 201% in. x 121% 
in. x 9 in. is for the 
home, garage and machine shop. It is furnished with a handy 
drawer, divided into compartments, for holding screws, nails, 
bolts and other small articles. Drawer is 181% in. x 5 in. x 
2 in. Chest is of hardwood and is made in natural oak finish. 
Weight is 13 lb. 








The Woodruff Super-Thru 


The Woodruff Super-Thru is a complete radio aerial-ground 
entrance fitting, including resistance lightning arrester, for 
bringing the leads through the wall. The maker, Woodruff 
& Co., Meridian, Miss., states that it is perfectly insulated, 
entirely safe and permanent. [Illustration shows side view 
of unit. Attachment, which fits the plate, will fit in only one 
way. It will not fit the regular electric light socket, nor can 
the regular attachment plug on the radio electric cord be in- 





serted into the Super-Thru, thus making it impossible for 
aerial and ground wires to be reversed, or for electric light 
cord and aerial-ground cord to be exchanged accidentally. 
Unit is made of Bakelite. Entire installation is made through 
a single 13/16-in. opening. No metal box is used, and the 
Super-Thru is instantly adaptable to any thickness wall. No 
screws are used on the inside plate. List price is $1.85. 
Dealer discount is 40 per cent in lots of five or more. 





Sand’s Plus-3 Level 


The Sand’s plus-3 level consists of any regular Sand’s 
brass end level, one No. 555 line and surface level carried 
in one end and secured in place by the regular brass end 
plate and one 62-ft. chalk line on a wire spool carried in a 








SANO'S 
STEVENS LINE 
LEVEL 





N° 555 





“CHALK OR 
EVELING LINE 





pocket near the other end, secured in place by brass plate, 
that is easily removed or replaced by turning of hand screw. 
The maker, Sand’s Level & Tool Co., 8631 Gratiot Avenue, 
Detroit, Mich., states that it is the most complete compact 
level ever designed for carpenter, mason and builder. 
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Wrought Steel 
Strap and Tee Hinges 
and Hasps 





7. GRIFFIN products offer the 
utmost in ‘sturdy, practical hardware. 


Furnished in plain steel, cadmium finish, 
galvanized, ...galvanized with brass pins... 
finishes suited for the purposes required. 


( SRIFFIN 


ufacturing Company 
ERIE, PENNSYLVANIA 








Branch Offices:- 


NEW YORK: 45 Warren Sr. BOSTON: 113 PuRCHASE St. 
CHICAGO: 162 N. CLINTON ST. SAN FRANCISCO: 703 Marker St. 


61 








New prospects 
New talking points 
New profits 


When you handle Allith’s New Lift-Door Hardware! 


Here at last! A weather-tight door, that can- 
not jam or stick. A new design that opens 
easily, closes securely and adds to the neatness 
of any garage. Allith’s Lift-Door Hardware 
provides a perfectly counter-balanced door 
that opens and closes with the same ease wo- 
men are accustomed to find in modern auto- 
mobiles. Men, too, appreciate the mechanical 
superiorities, and the trouble-free performance 
of this new Allith product. 


Pick any five prospects. Explain the advan- 
tages of Allith’s Lift-Door Hardware and 
check their reactions. Contractors will agree 
with them. The new Allith Lift-Door Hard- 
ware offers more ease of operation, more defi- 
nite advantages, and less trouble than any 
other type of garage door on the market. Made 
to Allith’s high specifications that insure cus- 
tomer satisfaction, ease of installation, and 
good profits to the dealer. 


Write NOW for attractive consumer folder 
and full details of this new Allith Lift-Door 
Hardware. 


This shows door partly 
opened to illustrate the 
perfect counter balance as- 
sured by over size springs. 
Double rail track means 
less wear, as load is dis- 
tributed over greater track 
area, Ball bearings used 
in all wheels and rollers. 
Minimum head room as 
illustrated, 814”. Bar lock 
operates with cylinder lock. 
Tandem bottom roller pro- 
vides full door clearance, 
yet keeps door snug 
against stops when closed. 
Easily opened in any 
weather. Attractively 
priced. 





| 





ALLITH-PROUTY COMPANY, 


Danville, Illinois 














| ored finishes. 


' fered to afford 
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Improved Nicholson 
Tungsten Point File 


_ EO 

For filing tungsten, iridium iw ire 
and other hard-to-cut metals, 
Nicholson File Co., Providence, 
R. L., offers the Nicholson Tung- 

sten Point File, with three new | 


features. Handle is orange col- 
ored. and is flat, affording the 
user a firm grip. The tip of the handle has been flattened to 
serve as a suitable gage for the width of the spark gap. Illus- 
tration shows display card, produced in brilliant colors. The 
maker states that a few strokes with these files put pitted, 











Soars camera ar coc emensan 


| uneven distributor points back into flat, even contact, ensur- 


ing a hot, even spark. 


Hot Stream 
Water Heater 


The Hot Stream water 
heater, made by the Cun- 
ningham Products Corp., 
150 Lafayette Street, New 
York City, is said by the 
maker to deliver a hot 
stream of water instan- 
taneously from the cold 
water faucet. Capacity of heater is 120 qt. of hot water per 
hour, says the maker. Units are individually packed with 





| complete directions, safety ring and chain, 6-ft. waterproof 


rubber cord and convenient rubber plug, all ready for attach- 
ment to faucet and electric socket. It is attractive in design 
with glistening chromium oval and is supplied in various col- 
List price is $1.50 each. Dealer cost is $9 
per dozen. 





Duplex Telephone Sets 
and Telegraph Sets 


C o nnecticut 
Duplex tele- 
phones are of- 


an easy, simple 
and _ inexpen- 
sive means of 
communicating 
between two 
neighboring points. The maker, Connecticut Telephone & 
Electric Corp., Meriden, Conn., states that it will operate eff- 
ciently up to 1000 ft. Two dry batteries are required at each 
phone, together with the necessary length of wire. Cases are 
of heavy-gage steel, finished in light green Duco. Set of 
phones is packed in strong, attractively labeled carton with 
100 ft. of wire, staples and complete instructions. The same 
company makes the Connecticut Duplex telegraph set with 
two transmitting and receiving sets for boys. Each instru- 
ment is furnished with key and sounder and with continental 
code on etched plate in large, easily read figures. The maker 
states that it will operate efficiently up to 1000 ft. Cases are 
mahogany finished, with metal parts in black. Two units are 
packed in box with 50 ft. of wire and instruction and data 
booklet. Telegraph set lists at $5, while telephone set lists 
at $7.50. Suggested dealer discount is 33 1/3 per cent. 





HARDWARE AGE 




















FADA Wireless 
Irons 
The FADA wire- 


less iron has no elec- 
tric cord attached to 
it. Cord is attached 
to special type stand, 
with which iron is 
sold. When iron is 
placed on stand in 
contact position it is 
quickly heated and ready for use. Heating element is inside 
of iron, but no current is drawn, unless iron and stand are 
in contact. Handle is of special bakelite. Iron has an auto- 
matic thermostat. Finish is chromium plated. Weight is 6 
lbs. Iron. which is for use on AC line, 105-130 volts, lists 
at $8.90. F. A. D. Andrea, Inc., Jackson Avenue, Long Island 
City, N. Y., is the maker. 








Philco Radio 
Model 112x 


Philco radio model 112x 
has a heavy, hardwood in- 
clined sounding board, to 
which speaker is firmly at- 
tached. This construction 
eliminates tone chamber; 
sends to ear level the high 
tones ordinarily projected be- 
low the range of hearing; and 
delivers tone in all the bril- 
liance of the full musical reg- 
ister, says the maker, Philadel- 
phia Storage Battery Co., On- 
tario and C Streets, Philadel- 
phia, Pa. In the back of the 
cabinet is an echo screen. 
Incline of sounding board deflects the reverse delivery of 
sound to the floor of the cabinet and the sound blankets ab- 
sorb this secondary broadcast so that it cannot re-echo from 
the back to become confused with primary broadcast from 
the front of the speaker. It is a balanced superheterodyne 
set with eleven tubes, push-pull circuit, Philco automatic vol- 
ume control, and four-point tone control. List price is $150. 
Dealer cost is $90. 











Burroughs Daily 
Business Record 


A “Daily Business 
Record” that pro- 
vides a simple 
method for recording 
transactions has been | # 
prepared by the Bur- | + | 
roughs Adding Ma- | + | 
chine Co., Detroit, | 4 | 
Mich., for use with 
its new cash register- 
ing machine. This i 2 ss 
record book contains 
forms for one year’s complete figures, divided into monthly 
sections. Each section contains the following record sheets, 
appropriately ruled and headed: Cash record, due from cus- 
tomers, money owed for purchases, expenses, merchandise 
purchases, sales by clerks and departments or commodities 
and memoranda. Forms are designed to carry daily totals 
forward progressively. 
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—Let’s Make A PROFIT! 





Dealers know they cannot expect to 
continue in business by trading dol- 
lars. Price cutting exposes inferior 
products—cuts down fair profits 
and ruins business. 

For 27 years “Chicago’s” Policy has 
protected dealers on a fair legiti- 
mate profit. “Chicago” Roller 
Skate’s superior quality and con- 
struction also builds permanent 
Good Will. 

What customer would not pay a 
few cents more for the triple ser- 













York Rd. and 
Washington Lane 
Jenkintown, Pa, 


Alden Glaze & Co. 
121 Second St. 
San Francisco 


Try 
Them ! 





Double-Tread, 


‘TRADE MARX REG US.Par OFF, Toe Clamp. 


2 Lid s ” ! $. 
vice Chicagos offer! | Make a fair This patented ‘‘Chicago” 
profit—Sell Chicagos”. Steel Wheel gives 3 
times longer wear—Note 
DOUBLE-TREAD con- 
CHICAGO ROLLER SKATE CO.) struction GUARANTEED 
Roller Skates with Records for Over 27 Years not to fall apart. 
4456 West Lake St. i CUCU 
Sales Offices The Oldham Co. 
Henry Keidel & Co. 38 Murray St. 
31 So. Calvert St. New York 
Baltimore Frank J. Sheerin 









No. 10I—NEW “CHICAGO” 
“‘Triple- Ware’ 
Steel Wh Rubber Cushioned 


66 I¢ 73 —Powerful Corrugated Arch, Grade “‘A”’ 
oO Ball Bearings, Cowhide Strap, Wide 
No. 181—Same as above exctpt equipped 


ROLLER SKATES fatecs stigma and Famow 










The WORLD’S GREATEST Roller Skates 











REVOLVERS 
SHOTGUNS 





Send for catalog 


Harrington & Richardson Arms Company 
Worcester, Mass., U. S. A. 














DO YOU KNOW 


that aggressive hardware dealers 
are increasing their annual profits 
by selling the quality line of 


























HOTEL LINCOLN 


44th-45th Streets—8th Avenue 













NEW YORK 
ona 6 — FIRST A VISITOR - a ae - 
Radios THEN A FRIEND . . , 
Servidors AND BOOSTER Double 
$4.00—$5.00 —$6.00 
Spacious 
— Luxurious 
Rooms Suites 


ROY MOULTON, Mgr. 


























Rodale STANDARD 
RUBBER SPECIALTIES 


VOLUME 
PRODUCTION 


Immediate Delivery 


Featuring the “FITS- 
ALL” Tank Ball 
with the Flat, Self 
Adjusting Seating 





Plumbers, Tinsmiths and all who use 
solder prefer Rubyfluid Soldering Flux 
because it saves time and a little goes 
far. 

Rubyfluid makes a strong, permanently 
tight union with all metals and saves 
material—does not corrode or tarnish 
metals. % pts. to 10 gal. cans; also 
half-barrels and barrels. 


There’s a real profit in every sale. 
Send for FREE Sample.and Prices. 


THE RUBY CHEMICAL CO. 
68-70 McDowell St., Columbus, Ohio 


a i i 
tll ti i i 


_—_—=_ 
ea 


+ 





—_— —_ 


i 








Surface (stops 
noise), and a full 
line of steady sell- 





ing, profit makers 
for the hardware 
and plumbing trades. ; 
a oe oe es 
tively displayed on ul C ] 

counter showcards F tivate ut ery 
and in cartons. 

Write for catalog 


H A—or ask any * 
jobber. The keen dealer realizes clean-cut 


say ongoe profits from his cutlery stock. A pleas- 
ing portion of his income is cut from his 
knife sales. 


Whet your knowledge on the Harp- 
waRE AGE grindstone. Profit by the cut- 
lery articles. 








HARDWARE AGE 




















“Health” Ray Model 12 
’ Sunshine Lamps 


“Health” Ray sunshine lamp model 12 
is offered in two forms, one for floor use, 
and the other for table operation. List 
price is $12.50 for table model, complete 
with goggles, carbons, instructions and 
guarantee registration card. The floor 
model, with the same equipment plus a 
stand for floor use, lists at $15. Lamp 
operates on D.C. or A.C. and is rated at 1300 watts, 115 ale. 
Resistance coil is made of nickel chrome wire and is guar- 
anteed by the maker for one year. Carbons are angle 
trimmed, with one carbon adjustable. Adjustment is ob- 
tained by knob on back of lamp. Door of lamp operates 
double pole switch. Carbons may be used to within 3% inch of 
their ends. On A.C. lamp current automatically goes off, 
after ten minutes of operation. The time is slightly longer 
on direct current. “Health” Ray Mfg. Co., Inc., 135 W. 17th 
St., New York City, is the maker. 








Roan Automatically 
Controlled Furnace Fan 


The Roan automatically controlled 
furnace fan is designed to assist the 
heat in radiating and circulating in 
living quarters. The maker, the 
Roan Mfg. Co., 1220 Washington 
Ave., Racine, Wis., states that it 
will increase the velocity of the air 
up and around the fire box and the 
flues of the furnace, thereby in- 
creasing the volume of warm air delivered to rooms being 
heated. Cutaway illustration shows installed position of Roan 
automatic fan controller and installed position of Roan Fan 
Unit. Automatic controller starts the fan when fire is kindled 
in the furnace, and from that time on maintains its speed and 
the radiation in direct proportion to the furnace temperature. 
The maker states that the power consumption of the unit is 
low. All parts have anti-corrosive, cadmium plated finish. 
Installation does not require costly reconstruction of the heat- 
ing plant, such as relocation or grouping of pipes. Suggested 
retail selling price is $40 plus installation charge. Dealer 
cost is $25. 





Mills Coin Clock 


The Mills Coin Clock plan 
of purchasing an electrical 
refrigerator enables the buyer 
to pay for his refrigerator at 
the rate of 25c each day. The 
clock, besides telling the time 
electrically, without winding, 
controls the action of the re- 
frigeration unit. A 25c piece 
placed in the inconspicuous 
slot of the clock, aytomatically gives 24 hours of refrigeration. 
At the end of that time the refrigerator is automatically shut 
off until another quarter is inserted. Coin clock is of modern 
design in white porcelain. The Mills Novelty Co., 4100 
Fullerton St., Chicago, Ill., offers sample clock to dealers at 
$16.50. Coin clocks may be secured in quantities for as low 
as $13.75. 
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Diamor i 


NOZZLE 


The Best Nozzle and 
Biggest Seller 


Heavy Wrought Brass 


The best and most costly nozzle 
material 


Cheaper than ever, but 
no reduction in quality 


Packed 1 doz. in Counter Dis- 
play for quick sales. Each 


nozzle wrapped in Tarnish- 
Keep supplied. 





proof paper. 


Patented 


Sold through Jobbers 


H. B. SHERMAN 
MFG. CO. 


Battle Creek, 
Mich. 
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Sell Stewart Fence 
“a 4 


FOR 
ALL PURPOSES 


——_—, 
IRON 


\|| FENCE & GATES 
| ny 
CHAIN LINK 

FENCE & GATES 

—, 


MISCELLANEOUS 
IRON AND WIRE 
WORK , 






































ver are the logical man to supply the demand 
for fence in your vicinity. We make a com- 
plete line of Iron and Chain Link Wire Fence 
for all purposes. 

Write for literature and the Stewart hardware 
dealer proposition today. 


FENCES 
The Stewart Iron Works Co., Inc. 


814 Stewart Block Established 1886 Cincinnati, O. 
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Convention Calendar 


CaLirorNiA RetaiL HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION AND ExHIBITION, Sacramento Memorial 
Auditorium, Sacramento, Feb. 9, 10, 11, 1932. LeRoy Smith, 
secretary, 112 Market St., San Francisco. 

Connecticut HARDWARE ASSOCIATION CONVENTION, Hotel 
Bond, Hartford, Feb. 17, 18, 1932. Charles R. Freeman, sec- 
retary, Branford. 

IpAHo RetatL HARDWARE AND IMPLEMENT DEALERS’ Asso- 
CIATION CoNVENTION, Bannock Hotel, Pocatello, Jan. 20, 21, 
22, 1932. E. E. Lucas, secretary, Hutton Bldg., Spokane, 
Wash. 

InpDIANA RetatL HARDWARE ASSOCIATION CONVENTION AND 
ExHIBITION, State Fair Grounds, Indianapolis, Jan. 26, 27, 
28, 29, 1932. G. F. Sheely, secretary, 911-913 Meyer-Kiser 
Bank Bldg., Indianapolis. 

Iowa Retam. HarpwaAre ASSOCIATION CONVENTION AND 
ExuiBition, Des Moines, Feb. 9, 10, 11, 12, 1932. Convention 
sessions will be held at the Hotel Savery, and the hardware 
exhibit at the Des Moines Coliseum. Philip R. Jacobson, sec- 
retary, Iowa Hardware Building, Mason City. 

Ittinois Retai. HARDWARE ASSOCIATION CONVENTION AND 
Exuisit. Headquarters and meetings, Hotel Sherman, Chi- 
cago, Jan. 12, 13, 14 and 15, 1932. Exhibit at Merchandise 
Mart, Jan. 11 to 16. Paul M. Mulliken, managing director, 
1141 Merchandise Mart, Chicago, III. 

Kentucky Harpware & IMPLEMENT ASSOCIATION CONVEN- 
TION AND ExuHiBiTIoN, Seelbach Hotel, Louisville, Jan. 19, 20, 
21, 1932. J. M. Stone, secretary-treasurer, Room 9, Seelbach 
Hotel, Louisville. 

MicHicAN Retait HARDWARE ASSOCIATION CONVENTION AND 
ExHIBITION, Detroit, Feb. 9, 10, 11, 12, 1932. Harold Bervig, 
secretary, 1112 Capital Bank Tower, Lansing. 

Minnesota Retatm. HARDWARE ASSOCIATION CONVENTION, 
New Auditorium, St. Paul, Jan. 26, 27, 28, 29, 1932. Chas. 
H. Casey, manager-treasurer, 2344 Nicollet Ave., Minne- 
apolis. 

Missourt Retart HARDWARE ASSOCIATION CONVENTION AND 
Exuisition, New Hotel Jefferson, St. Louis, Feb. 16, 17, 18, 
1932. F. X. Becherer, secretary, 5106 North Broadway, St. 
Louis. 

MontTANA IMPLEMENT AND HARDWARE ASSOCIATION COoN- 
VENTION, Billings, Beb. 11, 12, 13, 1932. A. C. Talmage, sec- 
retary-treasurer, Bozeman. 

MownrTAIN StTaTES HARDWARE AND IMPLEMENT ASSOCIATION 
ConvENTION, Denver, Colo., Jan. 18, 19, 20, 1932. Head- 
quarters, Cosmopolitan Hotel. John T. Bartlett, secretary, 
2005 Mapleton Ave., Boulder, Colo. 

NationaAL House FurNisHING MANUFACTURERS ASSOCIA- 
TION, FirrH ANNUAL Exuisit, Stevens Hotel, Chicago, Jan. 
10-16, 1932. Warren Edwards, secretary, Room 1203. Build- 
ers Bldg., 228 N. La Salle St., Chicago, II. 

NEBRASKA Retail HARDWARE ASSOCIATION CONVENTION 
AND Exuipition, Omaha, Feb. 2, 3, 4, 5, 1932. Exhibition 
will be held at Omaha Auditorium. Headquarters, Paxton 
Hotel. George H. Dietz, secretary, 414-419 Little Bldg., 
Lincoln. 

New Encianp Retait HARDWARE DEALERS ASSOCIATION 
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CONVENTION AND Exuipition, Mechanics Building, Boston, 
March 2, 3, 4, 1932. Convention, Paul Revere Hall; Exhi- 
bition, Machinery Hall. Headquarters, Hotel Statler, George 
A. Fiel, secretary, 140 Federal St., Room 225, Boston, Mass. 


New York State HarDWARE ASSOCIATION CONVENTION 
AND Exposition, Feb. 2, 3, 4, 5, 1932. Exposition will be 
held at Madison Square Garden, New York City; headquar- 
ters, Hotel Edison, Forty-seventh Street, west of Broadway. 
J. B. Foley, secretary-manager, 510 Hills Bldg., Syracuse. 


NortH Dakota Retait HARDWARE ASSOCIATION CONVEN- 
TION AND Exuisition, Fargo, Feb. 10, 11, 12, 1932. C. N. 
Barnes, secretary, Grand Forks. 


Onto HARDWARE ASSOCIATION CONVENTION AND EXHIBI- 
TION, Columbus, Ohio, Feb. 16, 17, 18, 19, 1932. Headquar- 
ters and meetings at the Deshler-Wallick Hotel. Exhibit will 
be held on the main floor of the New Auditorium. James B. 
Carson, secretary-manager, 708 Winters Bank Bldg., Dayton. 


OKLAHOMA Retait HARDWARE ASSOCIATION CONVENTION 
AND ExuisiTion, Shrine Temple, Oklahoma City, Jan. 26, 27, 
28, 1932. Charles F. Nelson, secretary, 207-208 Bloomfield 
Bldg., Oklahoma City. 

Orecon Retart HARDWARE AND IMPLEMENT DEALERS’ As- 
SOCIATION CoNVENTION, Multnomah Hotel, Portland, Feb. 2, 
3, 4, 1932. E. E. Lucas, secretary, Hutton Bldg., Spokane, 
Wash. 

Paciric NortHwest HARDWARE AND IMPLEMENT ASSOCIA- 
TION CONVENTION, Winthrop Hotel, Tacoma, Wash., Jan. 27, 
28, 29, 1932. E. E. Lucas, secretary, Hutton Bldg., Spokane, 
Wash. 

PENNSYLVANIA AND ATLANTIC SEABOARD HarpWaARE AsSo- 
CIATION, Inc., CoNvENTION, Philadelphia, Commercial Mu- 
seum, Philadelphia, Feb. 9, 10, 11, 12, 1932. W. Glenn 
Pearse, managing director, Wesley Bldg., Philadelphia. 

Soutn Dakota Retam HARDWARE ASSOCIATION CONVEN- 
TION, Sioux Falls, Feb. 2, 3, 4, 1932. Chas. H. Casey, man- 
ager-treasurer, 2344 Nicollet Ave., Minneapolis. 


SoutHERN CatirorniA Retam HarpwareE ASSOCIATION 
CONVENTION, in conjunction with a Modern Home Show, 
Ambassador Auditorium, Los Angeles, Feb. 16, 17, 18, 19, 20, 
1932. J. V. Guilfoyle, secretary, 230 Chamber of Commerce 
Bldg., Los Angeles. 

Texas HARDWARE AND IMPLEMENT ASSOCIATION CONVEN- 
TION, Gunter Hotel, San Antonio, Jan. 19, 20, 21, 1932. Dan 
Scoates, secretary, College Station. 

West VirciniA Retai, Harpware AssociaTION CONVEN- 
sion, Clarksburg, Jan. 19, 20, 21, 1932. H. B. Clower, sec- 
retary, Box 127, Oak Hill. 

WestTeRN RetAIL IMPLEMENT AND HARDWARE ASSOCIATION 
CONVENTION AND HarpwarE SHow, Kansas City, Mo., Jan. 
19, 20, 21, 1932. Headquarters, Hotel Baltimore. Conven- 
tion sessions, Missouri Theatre; Hardware Show, Convention 
Hall. H. J. Hodge, secretary, Abilene, Kan. 

Wisconsin Retart HARDWARE ASSOCIATION CONVENTION 
AND Exuisition, Milwaukee Auditorium, Feb. 2, 3, 4, 5, 1932. 
B. Christianson, secretary, Stevens Point. George W. Kornely, 
exhibit manager, 3374 North Green Bay Ave., Milwaukee. 


HARDWARE AGE 
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IT’S THE WORK/| «*° °° 
.-- NOT =. 4 
- THE SALES TALK |* 
; : a 
‘ THE WRENS a ” € 
The Soldering wren cr. we” 
Paste that has «me ee 


satisfied cus- 
tomers for over 
23 years. 





Try the new and improved 
USHCO Lawson Wrench! 
It out-performs any other 
U.S. HAME COMPANY wrench on the market. Its 
BUFFALO, N. ¥. patented principle and the 
angle handle make it defi- 

nitely a better wrench. 











(raaoy nase: 


; KQUERING PAs! 


BURNLEY BATTERY & MFG. CO. 
NORTH EAST, PENN. 






Sample free. 


Our folder gives the details and specifications on these 
wrenches. It is Free. Write for it now. 





A Big Market for 
Hardware Dealers 




















PEERLESS Tempered Steel HANDCUFFS 





ov ; ‘Weert 12 Ovners are made strong enough 
FA SwvELED = SwivELED to securely hold a i 
desperate giant, yet Throurchout the entire country, the 


7,000,000 and more gunners are look- 
ing to the hardware store as the 
logical place to purchase ammunition 


so. light (only 12 
ounces) that they are 
easily carried in an 


\ officer’s pocket. Re- : 

Ne peated tests prove that and gun supplies. Sportsmen want 
they 

HOPPE’S No. 9 


to remove leading and prevent rust 
in the gun bores and 

Hoppe’s Lubricating Oil 
the absolutely pure oil for guns and all light 
mechanism that won’t clog or gum. 

Show these products and steady all-year-round 
sales will result. Ask your Jobber. 


FRANK A. HOPPE, Inc. 
2314-H N. 8th St., Philadelphia, Pa. 


Cannot Become LOCKED in the Pocket 


An exclusive feature. Officers prefer them because they 
can be snapped on instantly with one hand. This leaves 
the other hand FREE for defence and protection. Lock- 
ing jaw can be revolved continually, unless stopped by a 
person’s wrist. NO projecting shoulders to tear or rip 
the pocket. Best sellers on the market. Good profit. 
Send for prices. 


PEERLESS HANDCUFF CO., Springfield, Mass. 


































/ 






This Small Display 
of 


MOORE 


Moore * PUSH-PINS 3 
Push-Pins setahee/'| For Shop or Home Use 


Thousands of shops and millions of 
i 3 OES 
has OV itself big seller homes rely upon the sturdy C : 
in MB race & of hardware stores. Knife-Handle Wrench. It never fails 
Ask your jobber for our new 


—a good season for selling it. Seven 
Style “C’’ Displays of Push- sizes: 6 to 21 inches. 
Pins and Push-less Hangers 
and get all your neighborhood 
trade. 


Moore Push-Pin Company 
Wayne Junction, 


PHILADELPHIA, PA. 






MMs 





Ask your Jobber 


BEMIS & CALL CO. 
Springfield Mass. 























MORE SOLD 


More Good Luck Jar Rub- 
bers are sold than any other 
kind. Used by experts and 
home canners for 20 years. 
Highest quality jar rubber 
made. Nationally adver- 


FLASHLIGHTS 
AND BATTERIES 


A line of flashlights with plenty of sales 
features—batteries that do last longer—and a 
merchandising program that makes real sales. 


tised. Excellent profit. Big 
repeats. 10c a doz. Two 
gross (24 cartons) in full 
color display container. 


‘cHoleo} om ile Geri ae -diyil-ya5 
With the BIG handy lip 





French Battery Company, Madison, Wisconsin 
General Sales Office: 20 North Wacker Drive, Chicago, Illinois 
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CLASSIFIED OPPORTUNITIES 


Samples of merchandise, literature, catalogs, etc., requiring more than ordinary reforwarding postage should not be addressed to box numbers. 





HELP — 


Set Solid, Minimum of Five Lines..... 
l1-Inch Box Display.....- 


POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from unemployed accepted free of charge; inserted in two 





Four Consecutive Sabetbons; * of Box Dinlayo=20. Per "Cent Diz 





SALESMEN to travel Brooklyn and Queens, and Westchester County 
for established wholesaler. Both territories are attractive to right men. 
Write or call. Address UNDERHILL CLINCH & COMPANY, 84 White 
Strect, New York City. 





POSITIONS WANTED 


Special Rate, One Cent a Word; Minimum Fifty Words 
Advertisements from unemployed accepted free of charge; inserted in two 
consecutively weekly issues. Box number address may be used. All replies 

will be forwarded by us post paid. 





HARDWARE MAN, THOROUGHLY EXPERIENCED in general 
house furnishing and builders’ hardware, paints and agricultural imple- 
ments; also a knowledge of the entire line as carried by leading whole- 
sale concerns. Understand merchandising, management and modern sales 
methods. Would like connection with a dealer where efforts of expan- 
sion would be appreciated and where an active interest can be secured 
should conditions work out satisfactory. Will consider any location. 
Address Box J-617, care of Harpware AGE, New York City. 





HARDWARE and Paint Salesman. Four years bookkeeping and 
knowledge of accounting, twelve years in retail hardware and paints, 
five years selling automotive fabric goods and paints in Virginia, Georgia 
and Florida. Am well known in Florida among the retail hardware and 
paint trade, also the automotive jobbers. Am 38 years of age and 
married. Will be interested in any proposition that is sound and perma- 
nent. Will go anywhere. Address Box J-621, care of HARDWARE AGE, 
New York City. 


ively weekly issues. Box number address may be used. All replies 
will be forwarded by us post paid. 





GENTLEMAN with experience in selling builders’ hardware both to 
the retailer and jobber as well as to architects, contractors and owners. 
ls thoroughly trained with many years experience in preparing schedules 
trom plans and writing specifications for architects and desires -a con- 
nection in a sales position with a reliable dealer, jobber or manufacturer, 
Chicago, the Middle West or Los Angeles and California preferred. Ex- 
cellent references can be furnished. Age 30, married. Address R. M. 
WHYTE, 7501 Eastlake Terrace, Chicago, Til. 





POSITION WANTED—Hardware man with 18 years’ retail experience 
in general hardware store management, builders’ hardware, mill supplies; 
single ; 34 years of age. Excellent references; salary secondary to oppor- 
tunity. Address Box J-628, care of Harpware AGE, New York City. 


HARDWARE MAN, age 32, married, seven years’ experience selling 
3uilders’ Hardware, Tools, Mill Supplies and allied lines, also displaying 
knowledge of buying. Wishes position anywhere in and around New 
York. Address Box J-623, care of HARDWARE AGE, New York City. 


_SALESMAN—Part or full time line, retail trade New Jersey and 
Connecticut. Address Box J-629, care of HarpwarE AGE, New York City. 











BUSINESS OPPORTUNITIES 


Cae aan, Pees ee Wied Baas oa dic sco 60060 509 66044 60508 
ME SEE ee eee ee Eee eT eee ere ee 
Four Consecutive Insertions, of Box Displays—10 Per Cent Discount 








SALES ENGINEER wants position with manufacturer or jobber, 
who can use a man 37 years old and married, traveled in New York 
State and New England territories for Door Hanger Manufacturer. Have 
sold Miil and Factory Supplies. Transmission Engineer. Can draw and 
read plans. About 15 years’ experience in these lines. Address Box 
J-620, care of Harpware AGE, New York City. 





RETAIL Hardware Man with twenty years’ 
and wholesale hardware business sporting goods, paint and household 
supplies. Forty years of age, sober and industrious. Capable of taking 
charge and handling men. Can furnish first class references. Free to 
go anywhere. Middle West or South preferred. Address Box J-603, 
care of Harpware AGe, New York City. 


experience in both retail 





WANTED POSITION AS BUILDERS HARDWARE ESTIMATOR 
or HARDWARE store salesman by experienced hardware man, 41 years 
old, unmarried, of good character and habits. Understands plan reading, 
estimating, and retail store work. Prefer central state territory, but will 
go anywhere. Will also consider traveling position. Address A. G. L., 
2373 Rohs Street, Cincinnati, Ohio. 


HARDWARE MAN, 45 years of age, married, temperate and indus- 
trious wishes to make connection with a reputable Hardware Concern or 





Manufacturer. Have traveled New York State eighteen years. Capable 
of representing or conducting affairs of large concern. Can give best of 
references. Salary can be arranged. Address Box J-614, care of 


Harpware Ace, New York City. 


I HAVE BEEN SUCCESSFUL SELLING SPECIALTIES to Hard- 
ware, Auto, Mill, Mine, Factory and Plumbing Jobbers. I am active, 
convincing, possess initiative, and a likeable chap, who makes friends. 
Have traveled most of the United States. Some manufacturer can use 
my selling ability to our mutual advantage. Address Box J-630, care of 
HarpwareE AGE, New York City. 


POSITION WANTED—Salesman, age 43, single, go anywhere. Six 
years’ experience selling bicycles to sporting goods dealers in the West 
and Southwestern States. Ten years selling hardware, fishing tackle, sport- 
ing goods and kindred lines to trade in New York State. With last firm 
seven years. Best references. Address Box J-631, care of Harpware AGE, 
New York City. 


EXPERIENCED salesman with following among wholesalers, dealers, 
large industrials and contractors seeks lines or exclusive selling con- 
nection. Has had 15 years’ experience selling and in sales promotion 
work, specializing in building materials and related tools, paints, etc. 
Address Box J-611, care of Harpware Ace, New York City. 














WANTED—Position in retail hardware with small, clean stock, in good 
community. Want to learn business and buy it. Salary no object; must 
be good opportunity. Druggist; married; age 37. Good business man; 
honest; hustler; accustomed to responsibility. Excellent record and 
references. C. F. UTZ, 1464 East 67th Street, Chicago, Ill. 


BUSINESS OPPORTUNITY 


The Village Blacksmith Folks of Watertown, Wisconsin, 
selling Wholesale Hardware, Butchers and Restaurant 
Supply Houses everywhere in the United States, with an 
efficient sales force, desire kitidted lines to sell on some 
plan to be worked out. Address The Village Blacksmith 


Folks, Watertown, Wisconsin. 














FOR SALE—Old established Hardware, Paints and Sporting Goods 
business in a Massachusetts city of 55,000. Stock and fixtures inventory 
about $30,000. Modern store located centrally on principal business street. 
Owner wishes to retire. Fine opportunity for an active hardware man. 
Terms arranged. Address Box J-627, care of Harpware Ace, New York 
City. 


HARDWARE STORE for rent. Has been a profitable stand for over 
fifty years. Good location in town of 1200 population. Fine opportunity 
to build up business in surrounding territory. Rent very reasonable. 
THE JOYCE STORES, Otsego County, Unadilla, New York. 


FOR SALE—Old established business in Southern Idaho. Best corner 
location. $15,000 stock. Owner retiring. Terms. Address Box J-589. 
care of Harpware AcE, New York City. 











SALES REPRESENTATIVES WANTED 


Set Solid, Dibmimemen Of Piwo Limes. co ccccecTecccsccvccesessece $3.00 
SE EL Te Tee Oe eT Tre $5.00 
Four Consecutive Insertions, of Box Displays—10 Per Cent Discount 





SALESMAN tto represent old established hardware jobber in western 
territory. Must be exceptionally good man, preferably between thirty and 
forty years of age, with previous successful experience calling on retail 
trade. Must be thoroughly experienced in general hardware lines and with 
some experience in plumbing and automotive lines. Address Box J-624, 
care of Harpware AGE, New York City. 





SALESMEN who know the wholesale hardware trade to sell an all 
year household specialty manufacturer by an established company of 
diversified lines. Liberal commission basis. May be handled with one 
or two other lines. Give full details and territory now covering. Address 
Box J-618, care of HarpwarE AGE, New York City. 





ROPE SALESMAN WANTED. 100 per cent pure Manila rope, 14c. 
Ib. basis. Fast selling side line, five per cent commission. United Fibre 
Company, 82 South Street, New York City. 





I OFFER six years of German experience as hardware clerk, window 
dresser and sign printer. I want a similar position in American house. 
Will consider also office or stock room work in the hardware trade. I am 
25 years old, six foot, single and three years in the U. S. A. Address 
Box J-604, care of HARDWARE Ace, New York City. 


HARDWARE DISPLAYMAN., 





Cardwriter, Salesman. Twelve years’ 
experience hardware and associated lines. 29 years old, married. Best of 
references. Prefer Texas or Louisiana, but will consider any locality. 
Will also consider other capacity. Write M. P. BELL, 3626 Sixth Street, 
Port Arthur, Texas. 





YOUNG MAN, 27 years of age, with seven years’ experience in retail 
hardware and housefurnishings, also two years’ experience in selling paint, 
desires similar position. Has also a chauffeur’s license. Best of references 
from former employers. Address Box J-625, care of Harpware AGE, 
New York City. 
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SALES ACCOUNTS WANTED 


Set Solid, Minimum of Five Lines....... 
1-Inch Box Display..... 
Four Consecutive Insertions, of Box Disglayo=-10 Per Cent Discount 








WANTED—Lines for New York State except Metropolitan New York, 
now representing well-known manufacturer, calling on hardware and 
department store trade. Cover territory regularly in automobile. Well- 
kriown to the trade. Can do justice to one or two additional lines. 
Address Box J-626, care of Harpware AcE, New York City. 


WANTED—Hardware and housefurnishing hardware for Chicago and 
Central West territory calling on Hardware Jobbers and Department Stores. 
Fifteen years’ experience selling this trade. Address Box 7447-A, care of 
Harpware Acer, 1507 Otis Building, Chicago, Ill. 





HARDWARE AGE 
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THE ADVERTISERS INDEX is published as a convenience and not as a part of the advertising contract. 


Every care 


No allowance will be made for errors or failure to insert. 


will be taken to index correctly. 
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HOME OWNERS 
WANT THIS 


LOW 
PRICED 














TURNER © = 
BLOTORCH 


An attractive new TURNER blotorch that 
sells on sight. Powerful working blast gives 
finer performance; incorporates many new and 
improved features. Resale price and your dis- 
counts are very attractive. Write your whole- 
saler or direct to us, giving name of your jobber. 


('THETORNER BRASSWORKS ) 


Sycamore, Ill. U.S.A. 














The Wolves of Lenox— 


4” How their name spread the width 
and breadth of land. In a fear- 
sem some chorus of barks and sav- 

im agely snapping jaws they broke 
from the Highland forests of old 
Scotland and rushed with the 
speed of the wind down thru 
pastured flocks. Nothing stood 

before that super strength, speed 
and clean cutting teeth—when 
4 wolves of Lenox were on the 
| 












Popularity That 
Insures Greater 
Hack Saw Profits! 


Popularity that has 
spread to every corner 
of the land—a demand 
for “the tools in the 
plaid box’ —from shops 
and men to whom hack 
saw blades of super- 
strong, quick cutting 
and long lasting qualities 
are essential. 
Stock up on Wolves of 
Lenox. Watch your prof- 
its shoot up too. Our 
special sales plan will 
help you get these blades 
started in your territory. 
Write for particulars to- 
day. 
The tools in the Plaid box 


American Saw & 


Mfg. Co. 
Springfield Mass. 
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iNDIAN 


XTRA QUALITY B= 


HOVEL SS 


Hard to Wear Out 


The tough, wear-resisting im- 
plement steel used in our 
shovels makes them hard to 
wear out. 

The “X-TRA QUALITY” makes 
EXTRA SALES. A pattern for 


every need. 
Ask your jobber. 


The Ingersoll Steel & 
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Dise Co. 


Successor to 
The Indiana Rolling” Mill Co. 
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New Castle, Indiana 

















In Constant Demand 


Dlaisoell 


PENCILS 


Blaisdell Builders No. 660 is the 
famous number that most Car- 
penters and Builders prefer to all 
other pencils for clear, rapid 
marking. Its bright Red finish 
catches the eye. 





moose 1:26.41) 
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<4 JIOH iSi4 O1 WOVE OWIBHL TIiNd 


Blaisdell No. 792-T is used by 
Hardware dealers and _ other 
storekeepers for marking prices, 
etc., on tinware, glass, aluminum, 
china, agateware and all polished 
surfaces. NEW STRING feature 
eliminates use of knife to cut 
strip before unwinding. Keep 
stocked on these popular sellers. 
Order from your Jobber. 


Sf aisdel] vinxvarn uss 
Awarded Gold medal Sesqui-Centennial 1926 
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HARDWARE AGE 
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Manufacturers of 


Tie Out Chains 

Halter Chains 

Cow Ties 

Porch Swing Chains 

Dog Leads and Chains 
mp Chains 

Register Chains 

Hodell Sash Chain 

Hodell Tire Chains 

Hodell Service Stations 

Hodell Chajn Units 

Hodell Tire Lock Chains 

Hodell Tow Chains 


JANUARY 14, 


in veal demand 


SS CHAL) PRODUCTS Ss 


3920 Cooper Avenue 


Established 1886 


Cleveland, Ohio 


Coil Chain 


1932 
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BULLDOG 
Pattern 





ILC O ror VALUE 





Y TURNOVER % 


QUICK 


PROFITS 
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Genuine Pin tumbler A padlock of striking 
cylinder padlock with f appearance. Beautifully 
new unit-type cylinder. finished and chromium 
Furnished in attractive ’ plated. Pin tumbler 
display carton. No. 319. unit cylinder construc- 


Retail 50¢. tion. No. 321. Retail 60¢. 





The Country’s most popular medium priced 
cylinder padlock. Disc tumbler construc- 
tion, rotary double locking action on steel 
shackle. No. 314. Retail 45¢. 


INDEPENDENT LOCK COMPANY wcecchuserrs 


ILCO ror QUALITY 


HARDWARE AGE 


ALL PRICES SLIGHTLY 
HIGHER WEST OF THE 
ROCKIES 
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